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The  open  age  started  with  Linux.  Next  came  Android.  Then,  Rackspace  and  NASA 
created  OpenStack  and  open-sourced  the  biggest  platform  of  them  all.  It’s  called  the 
open  cloud.  Now,  you’re  no  longer  locked  in  to  the  pricing,  service  limitations,  or  pace 
of  innovation  of  any  one  vendor.  You’re  free  to  run  your  cloud  anywhere  you  want: 
in  your  data  center,  in  ours,  or  with  any  other  OpenStack  provider— and  the  response 
has  been  overwhelming.  More  than  800  organizations  and  6,000  individuals  are 
collaborating  on  OpenStack.  This  is  greater  than  one  company.  It’s  a  movement. 


With  over  200,000  customers  and  more  than  60%  of  the  FORTUNE®  100  trusting  our 
Fanatical  Support®,  we’ve  done  big  things  at  Rackspace  before— but  this  is  the  biggest. 

Try  it  today.  Download  the  open  cloud  at  rackspace.com/open 
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Dense  is  smart.  HP  ProLiant  BL660c  Gen8  servers 
and  HP  ProLiant  DL560  Gen8  servers  accelerate 
performance  with  30%  more  compute*  while 
shrinking  space,  cost,  and  power  demands  to 
deliver  ROI  in  only  3  short  months*. 

The  power  of  HP  Converged  Infrastructure  is  here. 

Register  for  the  IDG  tech  dossier  Density  Mokes  the  Difference  at 
hp.com/servers/MP2  or  scan  the  QR  code  below. 
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and  HP  ProLiant  DL560  Gen8  servers  powered  by  the 
Intel®  Xeon®  processor  E5-4600  series 


‘For  details  on  claim  substantiations,  visit  hp.com/servers/MP2 

©  Copyright  201 3  Hewlett-Packard  Development  Company,  L.P.  The  information  contained  herein  is  subject  to  change  without  notice.  The  only  warranties  for  HP  products  and  services  are  set  forth  in  the 
express  warranty  statements  accompanying  such  products  and  services.  Nothing  herein  should  be  construed  as  constituting  an  additional  warranty.  HP  shall  not  be  liable  for  technical  or  editorial  errors  or 

omissions  contained  herein. 

Intel,  the  Intel  logo,  Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries. 


COVER  ILLUSTRATION  BY  DOUGLAS  JONES 


VOLUME  26,  NO.  9 


Start 

From  the  Editor  in  Chief  4 
Chatter  4 
From  the  CEO  6 
Quick  Fix  10 
WorldView  12 


4 


Grow 

INNOVATION  &  BUSINESS  VALUE 
Bally's  pumps  up  its  customer  experience  15 
Don't  expect  ROI  on  internal  social  networks  16 
To  be  great  CIOs  must  have  a  personal  touch  18 
DFW  airport  offers  an  app  to  guide  travelers  20 
Bank  of  America's  CIO  takes  a  BO-year  view  22 
Why  you  need  playtime  at  the  office  24 


April  1, 2013 


Fast  Food 
Gets  Personal  34 

cover  story  The  future  of 
burger  joints  and  smoothie 
bars  means  adding  customer- 
friendly  tech  to  the  menu 

BY  KIM  S.  NASH 


Run 

LEADERSHIP  &  OPERATIONAL  EXCELLENCE 
Social  CRM  offers  a  new  way  to  market  music  26 
Google  Apps  keeps  Kaplan  ahead  of  the  curve  28 
Want  diverse  staff?  Don't  rely  on  recruiters  30 
Young  company  hopes  to  lure  in  SAP  users  32 


Connect 

PEER  ADVICE 

What  you  need  to  know  when  mapping  out  your 
mobile  strategy  42 

Transforming  IT  from  siloed  to  strategic  46 
What  IT  does  that  one  CEO  really  values  48 


Finish 

Index  50 

A  new  gadget  can  turn 
anyone's  thumb  green  52 


52 


Chris  Laping,  CIO  at  Red  Robin 
Gourmet  Burgers,  has  launched 
innovations  such  as  iPad-based 
training  for  waiters  and  cooks. 

./■  '  i  '•  '4T  •  ’  W  h 


www.cio.com  APRIL  1,  2013 


FROM  THE 

EDITOR  IN  CHIEF 


Fast  Learners 


Those  magic  words  "customer  experience"  have  hit  an  all-time  buzz¬ 
word  high  with  CIOs  these  days— and  for  good  reason.  The  future  of  many 
IT  organizations  hinges  on  their  ability  to  deploy  technology  externally 
in  uniquely  valuable  ways  that  engage  customers,  clients  and  partners. 

But  you’d  never  guess  which  industry  is  perched  on  the  leading  edge 
of  experimentation  with  customer-facing  technologies.  Businesses  in  this 
$707  billion  global  market  are  building  more  intimate  customer  relation¬ 
ships  by  pushing  the  IT  envelope  on  technologies  like  real-time  data  analy¬ 
sis,  inventory-tracking  sensors  and  mobile  payments. 

The  industry  is  fast  food.  Surprised?  I  was,  too.  But  our  cover  story  (“Fast 
Food  Gets  Personal,”  Page  34)  will  bring  you  up  to  speed  in  about  the  time 
it  takes  to  tap  in  a  Domino’s  Pizza  order  on  your  smartphone. 

With  more  than  one-third  of  its  pizza  sales  originating  online,  the  $1.5 
billion  chain  is  adding  ever-more-customized  mobile  capabilities  to  stay 
ahead  of  competitors.  “We  like  people  on  mobile  platforms,”  says  CIO  Kevin 
Vasconi.  “Customer  satisfaction  is  higher,  cost  to  serve  is  lower  and  [average 
sales]  tickets  are  better.” 

“Consumers  are  forcing  restaurants  to  move  faster  than  they  tradition¬ 
ally  have,”  says  Robert  Notte,  CTO  at  Jamba,  the  $226  million  smoothie 
chain.  “It’s  important  to  be  willing  to  take  risks.”  Tie’s  experimenting  with 
mobile  and  tablet  ordering  at  two  California  stores  now  and  plans  to  add 
mobile  payment  options  to  the  next  version  of  the  Jamba  app. 

Even  if  your  business  has  no  direct  consumer  contact,  our  story  may 
spark  some  ideas  about  applying  mobility,  data  analytics  and  sensor  tech¬ 
nologies  in  more  creative  ways.  Some  restaurants,  for  example,  are  using 
IT  to  provide  transparency  into  their  supply  chains  and  products.  In  the 
wake  of  the  “pink  slime”  controversy  about  beef  remnants  in  hamburgers, 
McDonald’s  Australia  created  an  app  to  give  consumers  specifics  about  the 
sourcing  of  their  burger  ingredients. 

Even  behind  the  counters,  these  fast  learners  in  food  services  are  deploy¬ 
ing  IT  in  kitchen  video  displays,  gamified  training  programs  and  real-time 
dashboards  tracking  sales  and  labor  costs.  “Once,  a  fast-food  restaurant’s 
menu  differentiated  it  from  competitors,”  writes  Managing  Editor  Kim  S. 
Nash.  “Now  IT  is  the  differentiator.” 

Welcome  to  the  future.  Are  you  ready  to  order? 


T 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


CHATTER 


Above  the  Surface 

With  the  Microsoft  Surface  tablet  on  the 
market,  Apple  execs  must  be  bracing  for 
more  serious  competition  in  the  enterprise, 
right?  Eh,  not  so  much.  Senior  Online  Writer 
Tom  Kaneshige  cites  a  Good  Technology 
survey  that  found  that  Android  tablets, 
not  the  Surface,  are  the  iPad's  big¬ 
gest  competitor.  He  notes  that  Surface 
has  gotten  such  mixed  reviews  as  a 
business  tool  that  many  companies  are 
green-lighting  iPad  rollouts  that  had  been 
on  hold,  www.cio.com/article/729590 

Finding  the  Talent  Link 

IT  hiring  used  to  be  a  waiting  game,  rely¬ 
ing  on  job  postings  on  Monster.com  or 
HotJobs.com.  But  these  days  the  best  hunt¬ 
ing  grounds  are  on  the  social  networking 
site  Linkedln,  says  Senior  Online  Writer 
Richard  Hein.  He  talked  with  an  IT  recruit¬ 
ing  expert  who  offers  tips  for  leveraging 
Linkedln's  expanding  job  search  options. 
Those  include  figuring  out  the  best  key¬ 
words  for  candidate  searches  and  creating 
a  company  page  that  shows  off  your  cul¬ 
ture.  www.cio.com/article/729428 

Barack's  Big-Data  Smarts 

The  CTO  of  Barack  Obama's  re-election 
campaign,  Harper  Reed,  says  big  data 
isn't  nearly  as  important  as  the  big 
answers  you  derive  from  it.  Contrib¬ 
uting  Writer  Rob  Enderle  explains  how 
President  Obama's  campaign  used  the 
email  addresses  and  social  network 
IDs  of  Democratic  candidates  to  micro¬ 
target  potential  voters.  The  Obama 
campaign  focused  on  getting  critical  and 
accurate  answers,  while  losing  candi¬ 
date  Mitt  Romney  outsourced  his  analytics 
to  companies  with  less  political  knowledge. 
www.cio.com/article/729614 


Compiled  by  Staff  Writer  Lauren  Brousell. 
Have  a  comment  about  a  story  in  this 
issue? Goto  www.cio.com/issue/ 
20130401  or  write  to  letters@cio.com. 
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YOUR  BUSINESS 
MOVING. 

BlackBerry  for  Business. 


BlackBerry®  is  committed  to  helping  your  employees 
be  their  best.  The  new  BlackBerry  10  smartphone  is 
built  for  business  users,  so  they  can  seamlessly  navigate 
across  open  applications,  letting  them  peek  into 
messages,  calendar  entries  and  social  feeds  with  a  swipe 
of  the  thumb.  And  with  BlackBerry  Enterprise  Service  10, 
you  have  full  enterprise  mobility  management  to  easily 
deploy,  secure  and  control  both  personally  owned  and 
corporate  devices. 

Get  the  full  story  and  a  free  60-day 
BlackBerry  Enterprise  Service  10  trial* 
at  blackberry.com/business 
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FROM  THE  CEO 

"Smarter"  Future? 


Exhibit  A:  I  was  driving  up  Silicon  Valley’s  Route  101  in  northern  California 
last  month  when  I  noticed  a  strange-looking  SUV  in  front  of  me.  On  its  roof 
was  a  tripod  structure  topped  with  a  spinning  cylinder.  Out  of  curiosity, 
I  sped  up  and  pulled  even  with  the  driver’s  side.  Inside  I  saw  a  man  in  the 
driver’s  seat,  kicked  back  and  relaxing  with  a  People  magazine.  I  realized  this 
was  one  of  Google’s  self-driving  cars,  which  were  being  tested  in  the  area. 

Exhibit  B:  Home  sick  with  the  flu  one  day,  I  was  watching  The  Daily  Show 
with  Jon  Stewart  and  his  guest  was  Missy  Cummings,  an  associate  professor 
of  aeronautics  and  astronautics  at  MIT.  She  was  talking  about  how  drones 
are  changing  the  future  of  battle.  They’re  not  only  more  effective,  but  also 
cheaper  to  build  and  fly.  Organizations  that  use  drones  can  also  save  a  ton 
of  money  by  not  putting  resources  towards  “an  expensive  pilot  that  costs 
millions  of  dollars  to  train.”  The  professor  noted  that  within  a  few  years, 
the  technology  will  likely  move  into  the  commercial  space,  where  compa¬ 
nies  such  as  UPS  and  FedEx  might  use  drones  to  ship  packages  across  the 
United  States. 

Exhibit  C:  Attending  the  Consumer  Electronics  Show  this  year,  you 
would  have  thought  it  was  the  Year  of  Smart:  smart  homes,  smart  cars, 
smart  fridges,  smart  forks  and  spoons,  smart  watches,  smart  TVs,  and  even 
smart  toilets.  All  of  these  devices  have  the  ultimate  goal  of  tracking,  storing, 
analyzing,  optimizing  and  educating  us  humans  on  how  we  can  be  better, 
healthier,  fitter  or  smarter.  It  was  all  a  bit  overwhelming.  If  only  everything 
that  happens  in  Vegas  really  did  stay  there. 

I  look  back  at  the  time  my  parents  taught  me  how  to  parallel  park,  and 
it’s  a  very  fond  memory.  Now  all  you  need  to  do  is  push  a  button  and  your 
car  will  parallel  park  itself.  Makes  me  wonder  what  our  lives  will  become. 
Is  the  future  really  about  pushing  a  lot  of  buttons  to  get  things  done? 

For  me,  all  of  these  recent  experiences  bring  to  mind  Pixar’s  2008  movie 
Wall-E,  the  computer-animated  sci-fi  film  that  critiques  mankind’s  impact 
on  the  planet.  When  humans  first  appear  in  the  movie,  which  is  set  in  the 
distant  future,  everyone  is  sitting  on  a  space  cruise  ship,  strapped  to  cabana 
chairs  and  grossly  overweight.  As  computers  took  over  everything,  people 
decided  to  kick  back  and  relax. 

Taken  together,  do  you  think  all  this  technological  advancement  will 
make  us  smarter  or  dumber? 


Michael  Friedenberg,  President  and  CEO 

mf  riedenberg@cio.com 
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UNLIKE  THE  TIME  &  MATERIAL  MODEL  WE  DON’T  GET  PAID  JUST  FOR  OUR  EFFORTS. 

We  are  the  first  integrated  technology  and  operations  company  providing  solutions 
with  a  Business  Outcomes-based  model.  This  ensures  we  are  fully  aligned  to  your 
goals,  we  share  your  risks,  make  outsourcing  services  costs  truly  variable  and  enable 
you  to  get  to  the  market  faster.  Not  surprisingly,  we  could  save  you  billions. 

And  the  best  part  is,  you  pay  only  for  the  results. 


www.demandoutcomes.com 


Contact  us  at  payonlyforresults@igate.com 
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More  than 
3,000  of  your 
peers  joined 


Join  CIO's  Peer2Peer 
Research  Panel  and  make 
your  opinions  count 


Custom  Solutions  Group 


EER  >  RESEARCH  PANEL 


SHAR  opinions  and  best  practices  with  your  peers 
by  participating  in  short  surveys,  interviews,  and 
mini  polls  about  current  technology  issues  and  strategies 

GAIK  access  to  our  Panel  member  website,  where 
you  can  download  survey  results  and  White  Papers, 
and  other  assets  created  from  peer  research. 


advantage  of  opportunities  to  win  prizes 
such  as  cash,  gift  cards,  and  the  latest  electronics 
for  each  survey  that  you  participate  in. 


Visit  www.ciopeer2peer.com  to  join  and  share 
opinions  with  your  peers  about  a  variety  of 
technology  and  business  related  topics. 
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Kaijun  Zhan 

CADENCE  DESIGN  SYSTEMS 

Kaijun  Zhan  is  the  Group 
Director,  Global  Data  Center 
and  IT  infrastructure 
Operations,  at  Cadence 
Design  Systems. 


Streamlining  Workflow 
Collaboration 


How  Cadence  Design  Systems  shares  content 
with  employees  and  customers  around  the  globe. 


Cadence  Design  Systems  is  a  leading 
global  Electronic  Design  Automation 
(EDA)  company.  Kaijun  Zhan,  IT  Group 
Director,  Operations,  describes  how 
YouSendlt  for  Business  enables  secure 
file  sharing  and  collaboration  with  em¬ 
ployees  and  customers  worldwide. 

Please  describe  your  business  and 
explain  why  file  sharing  is  important. 

Cadence  is  a  global  leader  in  software  and 
hardware  design  tools,  silicon  intellectual 
property,  and  design  services  in  the  EDA 
industry.  We  have  more  than  5,000  engi¬ 


worldwide  marketing,  engineering,  field 
operations  teams,  and  customers.  We 
share  multi-gigabyte  files  such  as  market¬ 
ing  materials,  video/audio  products,  and 
engineering  documents.  Our  engineers 
typically  share  bug  fixes  and  software 
patches  with  customers. 

How  did  you  share  content  in  the  past? 

For  approximately  seven  years  we  used 
a  Web-based  file  sharing  system.  But  it 
lacked  a  number  of  key  capabilities  such 
as  audit  trail  features  and  mobile  device 
accessibility. 


Having  YouSendlt  frees  up  our  resources  because 
maintenance  and  support  are  no  longer  ITs  responsibility. 


neering,  marketing,  and  field  operations 
staff  in  50  offices  across  the  globe.  Our 
employees  and  customers  are  located 
on  different  continents  and  in  many 
countries,  and  we  need  to  collaborate 
electronically  across  time  zones. 

What  is  your  company's  mobile 
strategy? 

Our  employees  use  Android  smart 
phones,  iPhones,  and  iPads.  They  want 
anywhere,  anytime  access  and  expect 
IT  to  meet  this  requirement.  We  have  a 
bring-your-own-device  policy  with  add¬ 
ed  mobile  device  management  control. 

What  type  of  content  do  you  share 
and  with  whom? 

File  sharing  is  necessary  among  our 


Why  did  you  choose  to  use  YouSendlt 
for  Business? 

Our  decision  was  partly  driven  by  the 
consumerization  of  IT  as  our  employees 
were  already  using  the  product.  But  we 
also  chose  YouSendlt  because  it  is  very 
user-friendly,  integrates  well  with  our 
working  environment,  and  has  helpful 
technical  capabilities.  We  like  the  differ¬ 
ent  options  to  access  information,  includ¬ 
ing  iPhone  and  Android  applications 
with  easy,  anywhere  access. 

Please  describe  how  YouSendlt  fits  into 
your  current  workflow.  What  features 
do  you  like  in  particular  and  why? 

It  fits  into  our  current  workflow  and  gives 
us  the  flexibility  to  continue  to  use  Web- 
based  file  sharing  for  collaboration.  We 


use  YouSendlt  to  send  and  receive  docu¬ 
ments  quickly  and  easily.  When  we  send 
software  patches  to  customers,  we  can 
also  incorporate  comments  from  different 
team  members.  I  particularly  like  the  Mi¬ 
crosoft  Outlook  plug-in.  It  is  seamless,  it 
integrates  into  our  working  environment, 
and  it  is  user-friendly.  With  the  “one-click” 
option  there’s  no  need  to  do  anything  spe¬ 
cial  and  user  training  is  not  required. 

In  what  ways  does  the  YouSendlt  solu¬ 
tion  address  your  security  concerns? 

Information  is  encrypted  so  we  are  con¬ 
fident  that  data  is  secure.  The  audit  trail 
lets  us  track  who  created  or  downloaded 
a  document  and  at  what  time.  IT  can  also 
approve  or  deny  access  to  certain  docu¬ 
ments  as  necessary. 

What  results  have  you  achieved  since 
using  YouSendlt? 

Approximately  1,000  users  worldwide 
have  been  using  YouSendlt  since  its 
installation  a  year  ago.  It  is  very  secure, 
convenient,  and  does  not  require  backup. 
Having  YouSendlt  frees  up  our  resources 
because  maintenance  and  support  are  no 
longer  IT’s  responsibility.  Now  we  just 
call  the  vendor. 


FOR  MORE  INFORMATION  please  Visit 

https://www.yousendit.com/business  or 
call  877-652-1878 


yOUSENDit 


CIO 


Custom  Solutions  Group 
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Is  It  Time  to  Bail  Out? 

Three  signs  that  you  may  want  to 
quit  your  job 


IThe  numbers  don't  add  up.  If  you  notice 
vendor  bills  aren't  being  paid  on  time  or  the 
stock  price  is  tumbling  over  multiple  quarters, 
"that  is  a  compelling  sign  that  the  company  may  be  in 
trouble  and  your  job  may  be  at  risk,"  says  Dave  Sanford, 
EVP  at  WinterWyman,  an  IT  staffing  firm. 


2  You  dread  going  to  work.  You  deserve  a  job 
where  you  can  use  your  top  skills  and  do  some¬ 
thing  that  you  love,  says  Jayne  Mattson,  SVP  at 
Keystone  Associates,  a  career  consulting  firm, 


3  Your  company  isn't  keeping  up  with  your 
industry.  It's  a  bad  sign  if  your  product  is  out¬ 
dated  or  the  competition  is  better  at  delivering 
your  service,  says  Sanford.  -Rich  Hein 


For  more  tips,  see:  www.cio.com/article/720349 


WORTH 

READING 


book  The  Tinkerers 

ByAlecFoege 

Tinkering,  the  act  of  discovering  new  capabilities 
in  existing  technologies,  was  key  to  inventions 
such  as  the  phonograph  and  the  interstate  highway 
system.  Foege  says  that,  despite  the  complexity  of 
today’s  systems,  the  tinkering  process  is  still  alive 
and  must  be  fostered  to  release  the  full  potential  of 
American  ingenuity.  Basic  Books,  $26.99 


How  can  I  bounce  back 
after  an  adverse  and 
unintended  job  change? 


ALWAYS  treat  this  as  a  business  decision 
that  your  employer  made  about  your  role- 
not  about  you  personally.  This  is  as  an  oppor¬ 
tunity  to  find  another  pathway  to  success. 
Think  about  your  networks  and  who  could 
help  you.  Take  the  time  to  review  your  online 
profiles  and  posts  (across  all  platforms)  to  be 
sure  they  accurately  represent  your  personal 
brand.  Accept  any  career  transition  coaching 
offered  to  you.  Be  consistently  positive  in  your 
demeanor  and  language. 

SOMETIMES  you'll  feel  like  you  are  on  an  emo¬ 
tional  roller  coaster,  but  that's  quite  normal. 
Periodically  take  time  off  from  the  job-hunting 
process  to  do  something  you  enjoy  by  yourself 
or  with  family  and  friends.  Explore  something 
completely  different  career-wise,  staying 
open  to  new  locations,  industries  and  roles. 
Perhaps  starting  your  own  business  is  an 
option?  Consider  going  back  to  school,  either 
short-  or  long-term,  to  update  your  skills  and 
qualifications. 

NEVER  forget  your  achievements,  experience 
and  skills  gained  to  date,  and  the  contributions 
you've  made  to  past  employers,  including  the 
last  one.  Don't  isolate  yourself  from  family, 
friends,  old  colleagues  or  even  your  old  boss  or 
HR  manager-any  of  these  people  could  play  a 
role  in  helping  you  find  your  next  opportunity. 
Do  not  express  any  negative  feelings  about 
your  company,  boss  or  colleagues  in  public 
(especially  on  social  networks);  it  reflects  badly 
on  you.  Don't  rely  exclusively  on  recruiters  or 
applications  for  new  jobs-you  must  actively 
market  yourself  and  network  for  job  leads. 


Peter  Black  is  a  global  executive  coach 
based  in  Sydney,  Australia.  Contact  him  at 
www.peterblackcoaching.com. 
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UNLOCK  THE  POTENTIAL  IN  YOUR  PEOPLE 


No  one  speaks  the  international  language  of  beauty  quite  like  Revlon.  To  stay  fluent  and 
satisfy  demand  in  over  100  countries,  CIO  David  Giambruno  chose  proactive,  easy-to-use 
Microsoft  Dynamics  business  solutions.  Now  he's  quickly  transforming  multiple,  fragmented 
systems  into  a  unified  view,  and  giving  Revlon's  teams  the  real-time  data  and  flexibility  to  get 
beauty  products  manufactured  in  the  U.S.  moving  across  the  globe.  And  Revlon  is  realizing 
its  mission  of  making  the  world  a  much  more  glamorous  place,  microsoft.com/dynamics 

Mi i  Microsoft  Dynamics 
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Fresh  Ideas  from 
Around  the  Globe 


Insurer's  Mobile  App  Helps  Customers  File  Claims 

india  ICICI  Lombard  General  Insurance  in  India  has  a  new  mobile  app  designed 
to  help  customers  deal  with  the  unpleasant  processes  that  follow  a  car  accident 
says  Ram  Medury,  VP  of  technology.  Customers  can  use  an  Android  smartphone 
app  to  submit  a  daim-along  with  a  smartphone  photo  of  the  damaged  car- to 
ICICI  Lombard's  data  center.  The  insurer's  surveyor  can  look  at  the  damage 
remotely  and  make  a  decision  on  the  claim  or  opt  for  a  more  detailed  inspection. 

The  platform  also  benefits  ICICI  Lombard's  surveyors,  who  can  use  a  tablet  to 
handle  the  entire  claims  workflow.  This  has  boosted  the  surveyors'  productivity 
between  30  percent  and  40  percent  because  they  can  evaluate  more  cars  per 
day,  Medury  says.  ICICI  Lombard  also  implemented  applications  that  give  cus¬ 
tomers  a  consolidated  view  of  their  policies,  remind  them  to  renew  a  policy,  and 
let  them  track  the  status  of  a  claim,  www.cio.in 


Customer  Data  System  Boosts  Bank  Sales 

BULGARIA  At  Bulgarian  bank  UniCredit  Bulbank,  CIO  Pepa 
Koleva's  team  has  developed  and  implemented  a  customer 
information  system  intended  to  raise  the  volume  of  cross-selling, 
promote  the  most  profitable  services,  and  improve  customer 
satisfaction.  The  bank  has  deployed  SAS  Institute  software  for 
statistical  analysis  of  customer  data  and  created  models  for  man¬ 
aging  marketing  campaigns  and  generating  target  customer  lists. 
Most  recently,  the  bank  completed  what  it  calls  an  "operational 
CRM"  system,  enabling  bank  employees  who  work  directly  with 
clients  to  access  detailed  customer  information  in  their  daily  work. 
The  new  tools  are  credited  with  boosting  sales  of  credit  cards  and 
mobile  and  online  banking  accounts,  www.cio.bg 


Railway  CIO  Preps  for  Future 

UNITED  KINGDOM  AsCIOof 
Eurostar,  a  high-speed  railway  service  con¬ 
necting  London  with  Paris  and  Brussels, 
Christophe  Lemaire  is  preparing  for  a  chang¬ 
ing  business  landscape.  He  foresees  more 
competition  from  airlines,  more  consumers 
using  smartphones  to  manage  travel,  and 
the  entry  of  technology  companies  such  as 
Google  into  the  ticket-distribution  business, 
Lemaire  is  working  on  a  three-to-five-year 
IT  plan  to  prepare  his  company  for  a  fast¬ 
changing  business  future,  www.cio.co.uk 


Media  Company  Breaks  Barriers  by  Putting  IT  Staff  in  the  Newsroom 

SWEDEN  At  DN,  Sweden's  largest  morning  newspaper,  CIO  Charlotte  Svensson  has  moved  her  IT  staff  onto  the  news¬ 
room  floor,  where  they're  surrounded  by  journalists,  thus  obliterating  the  barriers  between  the  IT  and  business  sides, 
Rather  than  just  solving  trouble  tickets,  the  technology  group  now  sees  each  problem  live  in  its  full  context,  gets  to  the 
bottom  of  why  things  aren't  working  right-and  has  been  able  to  cut  the  average  number  of  tickets  by  75  percent. 

Svensson  is  also  helping  the  newspaper  navigate  the  challenges  of  the  digital  age,  DN  recently  launched  a  digital  ver¬ 
sion  that  allows  readers  to  consume  the  paper  on  any  device-including  desktop,  e-reader,  smartphone  or  tablet-and  was 
the  first  in  its  market  with  an  iPad  app.  www.cio.idg.se 


-Compiled  by  IDG  News  Service  from  CIO  magazine  affiliates  worldwide 
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YOUR  INNOVATION. 

OUR  NETWORK. 

INFINITE  POSSIBILITIES. 

SRP  Telecom  is  Phoenix's  largest  independent  fiber  network. 
It  covers  1 ,600  fiber  route  miles  and  reaches  more  than 
15  Arizona  municipalities.  So  how  can  it  get  better? 
Announcing  SRP  Telecom's  new  ultra-high  bandwidth 
Ethernet  and  Wavelength  Layer-2  service.  Now,  Phoenix 
has  another  transport  option,  giving  you  all  this  and  more: 

•  Flexible  incremental  bandwidth  options 
from  1  Gbps  to  1 00  Gbps. 

•  Each  port  is  dedicated  to  a  single  customer. 

•  99.999%  reliability  with  protected  service. 

•  Custom  routing  for  geographical  and  network  diversity. 

•  Physically  diverse  from  other  carrier  networks. 

SRP  Telecom  Layer-2  transport  services  are  competitively 
priced  to  better  serve  your  bandwidth-intensive  customers 
in  the  Phoenix  metropolitan  market. 

To  learn  more,  visit  us  at  srptelecom.com. 


THE  WORLD  IS  OUR  HOME 

YOU  ARE  OUR  GUEST" 
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Look  forward  to  the  sort  of  relaxed,  deep  sleep  in  the  air  you’d  usually  only  expect  on 
the  ground.  We  guarantee  fully-flat  beds  with  direct  aisle  access  in  Pearl  Business  Class 
on  all  long-haul  flights.  When  you  fly  Diamond  First  Class,  retire  behind  the  doors  of  a 
private  suite,  in  a  luxurious  leather  6’8"  bed  with  a  turndown  service.  Why  do  we  go  to 
such  lengths?  Because  you  are  our  guest. 


jncf'.com !  visitabudhabi.ae 
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innovation  and  business  value 


Gym  Reshapes  Its  Image 

Bally's  improves  its  members'  experience  with  high-tech  tools 

BY  LAUREN  BROUSELL 

After  two  bankruptcies,  multiple  lawsuits  from  customers  and  the  sale  of  225  gyms  over  the  last 
decade,  Bally  Total  Fitness  was  in  trouble.  The  gym  chain  had  become  known  mostly  for  its  binding 
contracts  and  unwelcoming  atmosphere,  says  CIO  Guy  Thier,  who  launched  several  IT  initiatives 
in  2011  to  transform  the  way  Bally’s  dealt  with  customers. 

When  he  joined  Bally’s  in  2003,  Thier  says  the  atmosphere  at  one  of  the  company’s  gyms  was  like 
that  of  a  used-car  dealership.  “When  [customers]  walked  in,  they  would  end  up  right  in  a  salesper¬ 
son’s  office.  Once  you  bought  the  membership,  you  never  heard  from  us  again.”  That  intimidating 
culture  and  process  had  to  change,  Thier  says,  starting  with  the  front  desk. 

Now,  instead  of  a  trip  straight  to  the  sales  office,  Bally’s  staff  gives  potential  customers  a  tour 
of  the  gym  and  is  starting  to  use  iPads  for  sign-up  and  payment.  Front-desk  workers  will  use  the 
iPads  to  recognize  and  greet  customers  based  on  member  profiles  on  a  Facebook-like  app,  which 
Thier  says  will  help  build  relationships  with  customers  beyond  the  contract.  “We  started  ►  ► 
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. 21%  People  who  say  they  track  their  health  data  using  some  form 

of  technology,  such  as  a  spreadsheet,  website  or  app.  pew  research . 


Guy  Thier,  CIO  of  Bally’s  Total 
Fitness,  has  launched  several  IT 
initiatives  to  help  transform  the 
gym  chain's  culture  to  focus  on 
service,  not  the  hard  sell. 
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►  ►Bally's  Continued  from  Page  15 


shifting  our  culture  from  a  hard  sell  to  more 
of  a  member-service  culture,”  Thier  says. 

Outside  the  gym,  the  Bally’s  call  center 
was  the  main  channel  for  contract  questions, 
renewals  or  cancellations,  but  the  call  cen¬ 
ter’s  applications  didn’t  communicate  with 
each  other  to  show  a  complete  member  his¬ 
tory,  resulting  in  long  calls  with  no  resolution 
or  ill-timed  efforts  at  cross-selling.  So  Thier 
replaced  Bally’s  disparate  systems  with  a 
call-center  application  from  Kana  Software 
that  shows  an  overview  of  the  customer’s 
whole  account  on  a  single  screen. 

And  now  that  customers  increasingly 
use  social  media  to  communicate  with  the 
company.  Bally’s  has  begun  participating  on 
Twitter,  Facebook  and  Yelp— and  tries  to  respond  to  customer 
comments  within  24  hours. 

Thier  noticed  that  members 
relied  heavily  on  their  smart¬ 
phones  at  the  gym,  but  he  says 
“we  didn’t  want  to  create  yet 
another  calorie  counter  or  work¬ 
out  tracker.”  Instead,  Bally’s  is 
placing  QR  codes  on  gym  equip¬ 
ment  that  lead  to  demonstra¬ 
tions  of  how  to  use  the  machines. 

“Bally’s  has  been  a  saga  for  a  long  time  and  the  only  thing 
that  can  pull  them  out  of  this  is  customer  service,”  says  John 
Atwood,  managing  partner  of  Atwood  Consulting  Group,  a 
health-club-management  consultancy.  Atwood  says  Bally’s 
must  demonstrate  the  ability  to  listen  to  customers  via  focus 
groups  and  suggestion  boxes.  “They  need  to  rebrand  as  a 
kinder  and  gentler  club,”  he  says.  “It’s  going  to  be  a  challenge.” 

Bally’s  does  regular  member  surveys  and  is  planning  focus 
groups  to  figure  out  how  to  enhance  existing  customers’  experi¬ 
ences,  Thier  says.  To  differentiate  Bally’s  from  other  low-cost 
gym  chains,  Bally’s  is  installing  Microsoft  Kinect  video  walls  so 
members  can  view  their  exercise  movements  and  watch  videos 
about  how  to  perform  different  exercises.  Members  will  be  able 
to  see  a  life-size  image  of  themselves  and  manipulate  the  image 
to  show  a  trimmer  profile,  he  says.  “[We]  can  tell  prospective 
customers  what  they  could  look  like  in  three  months.” 

Contact  Staff  Writer  Lauren  Brousell  at  Ibrouselltsicio.com.  Follow  her 
on  Twitter:  twitter.com/lbrousell. 


They  need  to 
rebrand  as  a 
kinder  and 
gentler  club." 

-John  Atwood, 
Managing  Partner, 
Atwood  Consulting  Group 


Don’t  Expect 
ROI  on  Social 
Networks 

Many  large  companies  are  embracing  inter¬ 
nal  social  networks  for  collaboration,  but  by 
2015, 80  percent  of  them  "will  not  achieve 
the  intended  benefits  due  to  inadequate  lead¬ 
ership  and  an  overemphasis  on  technology," 
according  to  a  recent  Gartner  report. 

That's  because  social  software  doesn't 
work  like  an  ERP  application,  which  uses  a 
"push"  approach  in  which  workers  "were 
trained  on  an  app  and  then  were  expected  to 
use  it,"  Gartner  says.  Social  software  involves 
a  "pull"  approach  that  engages  workers  and 
offers  them  a  better  way  to  work.  "In  most 
cases,  they  can't  be  forced  to  use  social  apps- 
they  must  opt  in,"  the  report  says. 

A  series  of  conditions  must  be  present  for 
social  software  to  be  successful,  including  a 
"meaningful  and  specific  purpose,"  a  critical 
mass  of  colleagues  actively  using  it,  and  inte¬ 
gration  with  other  applications  workers  are 
using,  Gartner  says. 

Companies  just  starting  out  with  social 
software  should  be  careful  when  they  choose 
their  first  pilot,  "since  it  will  set  the  tone  for 
subsequent  initiatives,"  the  report  adds. 

-Chris  Kanaracus 
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Mew-car  owners  who  say  they  would  not  buy  their  factory-installed  navigation 
system  again  iff  their  smartphone  had  the  same  capability,  j.D.  POWER  AND  ASSOCIATES . . 
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Microsoft  Windows  Desktops  in  30  Minutes 


Cisco 

Unified 

Computing 

System 


Best-in-Class  Virtualization 
with  Cisco  Servers. 


Find  out  more  at  cisco.com/sen/ers 


With 

Intel®  Xeon® 
processors 


•  1 1 1  •  1 1 1  • 
CISCO. 


TOMORROW 
starts  here. 


For  more  performance  information,  visit  cisco.com/go/ucsbenchmarks. 
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Great  CIOs  Are  Politically  Astute 

Despite  all  our  objective  metrics,  executing  a  business  strategy 
reguires  a  personal  touch  by  jack  bergstrand 


Every  IT  professional  has  been  taught  how 
important  it  is  to  be  objective.  To  that  end, 
we  have  budgets,  planning  methods,  score- 
cards  and  metrics  that  are  supposed  to  be 
numerically  based.  And,  as  a  result,  we  have 
no  shortage  of  red  lights,  green  lights  and  yellow  lights  to 
keep  us  focused. 

But  to  succeed  in  strategic  business  ini¬ 
tiatives,  we  have  to  work  with  many  people, 
and  you  may  have  noticed  that  we  humans 
aren’t  always  100  percent  objective.  And 
even  if  we  were,  our  personal  forms  of 
objectivity  are  often  in  conflict.  Different 
stakeholders  have  different  visions  and 
goals,  work  on  different  time  frames,  have 
different  backgrounds  and  have  varying 
areas  of  expertise.  (Just  think  of  the  differ¬ 
ent  points  of  view  you  see  among  the  top 
executives  of  finance,  HR,  engineering  and 
marketing  departments.)  Yet  for  strategic  initiatives  to  be 
successful,  executives  also  need  the  subj ective  management 
skills  to  get  key  people  on  the  same  page,  keep  them  on  it, 
and  make  sure  they’re  headed  in  the  same  direction. 

Peter  Drucker,  the  father  of  modern  management, 
pointed  out  that  to  get  better  organizational  results,  lead¬ 
ers  should  take  a  social-science-based  approach.  In  other 
words,  it  requires  social  skills  as  well  as  objective  metrics,  j 
This  is  the  productive  use  of  political  savvy,  which  is  a 
sincere  effort  to  bring  people  together  to  turn  strategy  into 
results— not  the  backstabbing,  self- aggrandizing,  double¬ 
crossing  tactics  that  give  corporate  politics  a  bad  name. 

No  Rope-Climbing  Required 

The  social  aspect  of  being  strategically  successful  has  little 
to  do  with  the  tactic  that  many  executives  use  to  deal  with 
the  problem,  which  is:  “Let’s  have  a  team-building  exer¬ 
cise!”  Yuck!  Strong  teams  are  critical,  but  a  team-building 
event  is  too  often  what  managers  do  when  they  don’t  know 
what  to  do.  Making  strategy  work  has  very  little  to  do  with 


climbing  ropes,  having  offsite  sessions  and  taking  Myers- 
Briggs  tests.  One  of  the  biggest  problems  I  see  in  cross¬ 
functional  strategic  initiatives  is  that  managers  mistakenly 
think  that  the  holy  grail  is  “alignment.”  Alignment  is  usu¬ 
ally  hogwash.  It’s  often  code  for  “I’ll  do  what  I  want,  you  do 
what  you  want,  and  let’s  keep  one  another  informed  via  a 
predetermined  set  of  worthless  meetings.” 

Harsh?  I  don’t  think  so.  At  this  maga¬ 
zine’s  CIO  100  event  in  August,  several 
CIOs  mentioned  that  they  were  trying 
to  stop  using  the  term  “alignment”  and 
replace  it  with  “integration.”  With  align¬ 
ment  you  can  avoid  working  interde¬ 
pendent^.  With  integration,  you  can’t. 
Integration  requires  the  tough  choices 
that  make  strategic  initiatives  successful. 

Great  CIOs  are  savvy— in  a  healthy  and 
honest  way— when  it  comes  to  corporate 
politics.  They  have  a  personal  touch.  They 
are  perceptive  about  where  key  people  are  coming  from. 
They  see  similarities  and  disconnects  among  the  various 
stakeholders.  They’re  able  to  respectfully  and  effectively 
identify  the  trade-offs  that  any  strategy  requires,  and  com¬ 
municate  those  trade-offs  to  people  at  any  level  of  the  cor¬ 
porate  hierarchy. 

So,  as  a  strategic  CIO,  don’t  disregard  objectivity,  but 
put  it  in  its  proper  context.  You’ll  need  to  continually  know 
where  your  strategic  stakeholders  intend  to  go  and  why 
(which  is  subjective),  what  therefore  needs  to  happen  and 
when  (which  is  objective),  how  to  best  deliver  those  priori¬ 
ties  (which  is  objective),  and  who  is  motivated  to  do  them 
with  distinction  (which  is  subjective). 

It’s  often  not  easy,  but  it’s  worth  it.  The  truth  is  that 
political  savvy  is  essential  to  making  strategy  work. 


Jack  Bergstrand  is  founder  and  CEO  of  Brand  Velocity,  a  consul¬ 
tancy  that  helps  companies  implement  critical  business  initiatives, 
He  is  a  former  CIO  and  CFO  at  Coca-Cola  and  author  of  Reinvent 
Your  Enterprise.  Contact  him  at  jb@brandvelocity.eom. 


Making  strategy 
work  has  very 
little  to  do 
with  climbing 
ropes,  having 
offsite  sessions 
and  taking 
Myers-Briggs 
tests. 
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VCE  VBLOCK™  SYSTEMS. 

Focus  on  business,  not  infrastructure.  Vblock  Systems 
are  built  on  the  Cisco  Unified  Computing  System 
with  Intel®  Xeon®  processors,  storage  from  EMC  and 
virtualization  from  VMware.  The  results  speak  for 
themselves  -  more  productivity  with  less  cost 
Learn  more  at  www.VCE.com/ROI 
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Helping  Hand  for  Harried  Travelers 

Texas  airport's  smartphone  app  makes  it  easier  for  customers  to  find 
their  gate,  a  meal  and  a  parking  spot  by  lauren  brousell 


MOBILE  APP  Dallas-Fort  Worth 
International  Airport  (DFW)  is 
one  of  the  nation’s  busiest  airports, 
with  nearly  160,000  people  passing 
through  each  day.  To  make  matters 
worse  for  harried  travelers,  DFW 
will  be  undergoing  construction  for 
the  next  18  months. 

So  CIO  William  Flowers  is  eager 
to  make  it  easier  for  customers  to 
navigate  the  airport’s  five  massive 
terminals.  “A  guide  system  and 
information  about  our  services  we 
felt  would  be  a  necessity,”  he  says. 
With  85  percent  of  its  travelers  using 
smartphones,  DFW  developed  a 
mobile  app  to  help  them  find  their 
gate,  some  food  and  a  parking  spot. 

Flowers  says  customer  input 
during  development  of  the  app  was 
crucial.  More  than  100  customers 
served  as  beta  testers,  and  above  all 
they  called  for  simplicity.  Flowers 


agreed  that  users  should  be  able  to 
find  information  in  as  few  clicks  as 
possible.  “Multiple  screens  for  one 
answer  is  cumbersome,”  he  says. 

Launched  in  January,  shortly 
after  the  airport  began  offering  free 
Wi-Fi,  the  DFW  mobile  app  helps 
travelers  find  available  parking 
spots  when  arriving  at  the  airport, 
locate  shops  and  restaurants  within 
a  five-minute  walk  from  their  gate, 
and  get  real-time  notifications  about 
gate  changes. 

The  alerts  about  gate  changes  are 
especially  important  to  the  60  per¬ 
cent  of  DFW  travelers  who  are  try¬ 
ing  to  catch  a  connecting  flight,  says 
Flowers.  “You  can  have  250  gate 
changes  in  a  four-hour  time  frame.” 

The  app— available  for  iOS, 
BlackBerry  and  Android  devices— 
has  been  downloaded  over  6,000 
times  since  its  launch,  Flowers  says. 


With  all  the  information  the 
airport  needs  to  communicate  on 
a  daily  basis,  a  mobile  app  can  be 
a  huge  cost-saver,  says  Jack  Gold, 
principal  analyst  and  founder  of 
J.  Gold  Associates.  “Airports  have 
been  dealing  with  the  cost  of  opera¬ 
tions  that  are  through  the  roof,”  he 
says.  “If  you  can  eliminate  the  need 
to  employ  people,  and  people  wait¬ 
ing  in  lines,  it  can  have  pretty  signifi¬ 
cant  ROI.” 

Flowers  says  DFW’s  app  also  has 
a  feedback  section  that  lets  users 
submit  comments,  take  surveys  or 
report  concerns  about  the  app  or  the 
airport  in  general.  The  ultimate  goal, 
he  says,  is  to  give  travelers  a  trouble- 
free  airport  experience. 


Contact  Staff  Writer  Lauren  Brousell  at 
lbrousell@cio.com.  Follow  her  on  Twitter: 
twitter.com/lbrousell. 


Foursguare  Adds  Business  Tools 

GEO-LOCATION  Foursquare  has  launched  a  mobile 
app  aimed  at  making  it  easier  forthe  1  million  busi¬ 
ness  owners  using  the  service  to  connect  and  share 
news  with  customers. 

The  Foursquare  for  Business  app  is  designed  to 
give  merchants  a  suite  of  tools  to  keep  in  touch  with 
the  30  million  people  who  use  Foursquare  on  their 
smartphones,  the  location-based  social  network  says. 

With  the  new  app,  businesses  can  cross-post 
Foursquare  updates  to  their  Facebook  and  Twitter 
networks  at  the  same  time,  and  can  also  use  the  app 
to  see  recent  check-ins,  turn  specials  on  and  off,  and 
look  at  business  data  such  as  likes  and  top  customers, 
the  company  says. 

The  Foursquare  business  app  is  available  for  free 
for  Apple  and  Android  phones.  -Zach  Miners 


Run  Mobile  Apps  on  a  Mainframe? 

RELIABILITY  The  head  of  IBM's  mainframe  group  wants 
to  bring  mobile  and  social  workloads  onto  the  platform  in 
another  move  to  help  the  mainframe  stay  relevant  and  fend 
off  competition  from  lower-cost  systems. 

Big  companies  pay  a  premium  for  mainframes  to  obtain 
maximum  security  and  uptime.  If  a  bank  wants  to  offer 
its  customers  a  mobile  banking  app,  for  example,  it  might 
prefer  to  have  the  resilience  of  a  mainframe  behind  it,  says 
Doug  Balog,  general  manager  of  IBM's  System  Z  mainframe 
business. 

Balog  says  he's  still  deciding  on  the  best  technical 
approach,  such  as  using  IBM's  WebSphere  application  server 
software  to  handle  the  mobile  and  social  transactions,  or 
providing  tools  and  services  to  make  it  easier  for  customers 
to  port  existing  mobile  and  social  apps  to  the  mainframe. 

-James  Niccolai 
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THERE'S  A  REASON 
NO  ONE  SAYS  EASY 
LIKE  MONDAY  MORNING. 

In  the  business  world,  Mondays  aren't  easy.  But  it  doesn't  have  to  be  that  way.  With  CenturyLink  as 
your  trusted  technology  partner,  you're  free  to  focus  on  the  things  that  matter  most.  As  a  leader  in 
hosted  IT  solutions,  our  visionary  cloud  infrastructure  gives  you  a  secure  and  reliable  environment  to  run 
all  your  applications.  Our  global  broadband  network  supports  both  MPLS  and  Ethernet,  ensuring  your 
business  is  scalable  and  agile.  And  our  dedicated,  responsive  support  is  designed  to  make  your  life  easier 
every  day  of  the  week. 


centurylink.com/link 
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Wrestling  With  the 
Grand  Challenges  of  IT 

The  CIO  at  Bank  of  America  describes  her  priorities:  IT  simplification,  risk  reduction, 
speed,  business  growth-and  systems  that  can  last  30  years  by  john  gallant 


Catherine  Bessant's  journey  to  becoming  CIO  of  Bank 
of  America  wasn’t  the  usual  ascent  through  the  ranks  of 
IT.  Bessant,  now  global  technology  and  operations  execu¬ 
tive,  leads  a  team  of  more  than  100,000  employees  and 
contractors.  She  was  previously  president  of  the  bank’s 
Global  Corporate  Banking  division  and  was  once  the  bank’s 
chief  marketing  officer.  Bessant  describes  her  priorities  and 
explains  the  lessons  Shakespeare  holds  for  IT  leaders. 
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The  last  few  years  have  been 
really  tough  for  the  banking 
industry.  How  does  a  CIO  help? 

It  takes  great  data  so  companies 
working  through  challenges  can 
make  good  decisions.  I  hate  the  term 
“big  data,”  so  I  won’t  use  it.  But  it  is 
the  CIO’s  job  to  make  sure  that  no 
stone  is  left  unturned  in  terms  of  the 
quality  and  comprehensiveness  of 
data,  and  its  usefulness  in  the  firm. 

The  second  thing  is  not  to  com¬ 
pound  the  challenges.  The  avail¬ 
ability  of  our  critical  applications, 
the  quality  of  how  we  face  off  in  the 
marketplace,  what  happens  when 
our  customers  and  clients  interact 
with  the  firm— it’s  our  job  in  IT  to 


make  sure  that  our  platform  perfor¬ 
mance  inspires  confidence  versus 
adding  to  the  challenge. 

The  third  thing  is  being  good  at 
rapid-cycle  development— to  meet 
changing  regulatory  requirements 
and  rapidly  respond  to  new  needs. 

What  were  some  of  the  top 
priorities  for  your  team? 

First,  we’ve  been  focused  on  making 
sure  the  capabilities  we  deliver  every 
day  line  up  with  the  growth  strate¬ 
gies  of  our  businesses. 

Second,  we’ve  been  very  focused 
on  simplifying  the  foundation  of 
our  IT  and  operating  platforms,  so 
reducing  duplicative  applications, 


ensuring  that  storage,  compute 
time,  every  element  of  what  it  takes 
to  actually  produce  an  outcome,  are 
as  efficient  and  simple  as  possible. 
Simplification  has  been,  almost  like 
Ahab  to  the  whale,  a  very  intense 
focus,  because  it’s  core  to  delivering 
platform  performance  and  rapid- 
cycle  development. 

And  then  reduction  of  risk  over¬ 
all.  There  are  a  lot  of  IT  functions 
that  carry  certain  operational  risk, 
and  ensuring  that  we  do  not  add  to 
the  risk  profile,  but  rather  reduce 
the  risk  profile  of  the  firm,  has  been 
a  huge  part  of  the  emphasis. 

I  hear  you're  a  Shakespeare 
buff.  What  has  the  Bard  taught 
you  about  leadership? 

The  reason  Shakespeare  is  an  impor¬ 
tant  author  is  that  his  ideas  are  time¬ 
less.  [As  CIOs,]  we  have  to  make 
3-year  decisions  with  a  30-year  view. 
[We’re]  trying  to  figure  out  the  time¬ 
less  characteristics  of  a  great  tech¬ 
nology  or  organization.  And  [we’re] 
building  a  system  that  is  elastic 
enough  and  foundationally  strong 
and  nimble  enough  to  last  30  years. 

Shakespeare’s  lessons,  every 
one  of  them,  are  timeless  lessons. 
[My  goal  is  to  make]  timeless  deci¬ 
sions  and  design  platforms  that  are 
not  subject  to  timed  obsolescence, 
which  I  believe  is  possible,  actually. 
I  think  that’s  what  it’s  all  about. 


John  Gallant  is  chief  content  officer  of 
IDG  Enterprise.  Read  the  full  interview  at 
www.cio.com/article/726169. 
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Truphone  is  the  unique  mobile 
network  that  gives  you  the 
freedom  to  use  your  phone 
however  you  want,  wherever 
you  want. 

Truphone's  patented  technology  lets 
you  assign  multiple  international  mobile 
numbers  tojustoneSIM  card.  That 
means  your  global  clients  always  see 
a  local  presence  and  your  employees 
aren't  forced  to  swap  SIMs  or  carry 
multiple  devices  -  so  business  abroad 
becomes  business  as  usual. 

To  find  out  more  about  multiple 
numbers  and  Truphone's  other  unique 
services,  such  as  Truphone  Mobile 
Recording,  get  in  touch  with  our 
dedicated  Business  Team. 

www.truphone.com/CIO 
+1  (646)  358  3496 
business.us@truphone.com 
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“I  now  never  leave  the  country 
without  my  Tru  SIM. 

There  are  so  many  advantages,  including 
significant  cost  savings,  that  it  really  is  a 
no-brainer  for  the  international  traveler. 99 
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Reporter 
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Stuart  Brown 

founder  of  the 
National  Institute  for  Play 


How  Playtime 

Pays  Off 

The  founder  of  the  National  Institute 
for  Play  explains  why  a  playful  office 
helps  corporate  problem-solving  and 
sparks  innovation  by  kim  s.  nash 


What  is  play,  compared  to  brainstorming  or  innovating? 

Play  is  directed  by  the  player  and  you’re  not  anxious  or  grind¬ 
ing  toward  some  outcome.  There’s  improvisation  potential  and  it 
takes  you  out  of  time  and  gives  pleasure.  It  might  feel  purposeless. 
Getting  into  that  state  opens  up  a  lot  of  avenues  for  innovation  and 
creativity  but  incorporating  play  in  the  workplace  is  not  always 
easy.  It  often  seems  antithetical  to  productivity  and  responsibility. 


Why  should  we  play  at  the  office? 

There’s  a  sense  of  exploration,  a  search  for  novelty,  an 
engagement.  From  these  outcomes,  you  see  increased 
mastery  and  skill,  increased  perseverance  and  lots  of 
good  byproducts— -preparation  for  the  unexpected  and 
flexibility  and  adaptability  when  something  unforeseen 
heads  your  way. 


Some  companies  offer  f oosball,  volleyball  and 
other  games.  Is  that  enough? 

We  are  all  individual  in  terms  of  what  is  playful.  For 
some  people,  foosball  and  volleyball  would  be  torture. 

For  others,  it’s  joyful.  There  can  be  pressure  to  appear 
playful  in  a  certain  way.  Better  is  what  Google  and  3M 
do:  They  have  a  permissive  attitude  about  play.  They 
allow  employees  time  to  spend  on  general  personal  activities.  They 
need  not  be  physical.  Read  a  novel,  take  a  nap,  code,  volunteer, 
create.  When  employees  are  given  an  opportunity  to  not  have 
someone  looking  over  their  shoulder  to  see  what  they’re  produc¬ 
ing,  there  are  payoffs,  such  as  patent  applications  and  new  ideas. 
You  can  measure  the  effects  in  less  attrition  and  absenteeism  and 
in  greater  employee  satisfaction. 

What  if  people  never  play? 

There  are  real  consequences  at  any  stage  in  the  human  lifecycle 
from  play  deprivation:  mild  depression,  a  feeling  of  futility  about 
the  future,  a  grumpy  way  of  looking  at  the  world,  less  control  and 


You  can 
measure 
the  effects 
in  less 

attrition  and 
absenteeism 
and  greater 
employee 
satisfaction. 


emotional  regulation  of  fear  and  rage. 
You  can  manipulate  this  in  the  animal 
world  by  depriving  highly  playful  pri¬ 
mates  and  rats  of  play.  They  can’t  deal 
with  social  nuances  that  require  a  sense 
of  belonging. 

Are  there  differences  between 
physical  play,  play  with  non¬ 
electronic  toys  and  play  with 
electronic  toys? 

If  it  produces  a  sense  of  joy  and  plea¬ 
sure,  and  is  not  compulsive  and  doesn’t 
cause  withdrawal,  it’s  all  fine.  The 
improvisation  potential,  humor,  joy¬ 
fulness  and  freedom  that  are 
part  of  the  state  of  play  can  be 
in  the  electronic  world  or  not. 


Why  don't  more  compa¬ 
nies  encourage  play? 

The  cultural  norm  says  that 
play  is  trivial  and  it’s  for  kids 
or  for  the  weekends.  That’s  an 
Industrial  Revolution  heri¬ 
tage  that’s  tough  to  change.  I 
don’t  think  I’ll  see  the  shift  in 
my  lifetime,  but  the  neurosci¬ 
ence  evidence  is  piling  up  that 
play  works.  It  can  be  really 
useful  during  a  merger.  Let’s  say  the 
cultures  are  in  conflict.  One  company 
ethic  has  been  more  improvisational 
and  the  other  is  organized  around 
goals.  If  the  employees  play  with  each 
other,  they  will  understand  the  heritage 
and  start  to  look  at  long-term  goals  for 
the  company. 

Contact  Managing  Editor  Kim  S.  Nash  at 
knash@cio.com.  Follow  her  on  Twitter: 
twitter.com/knash99. 
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Avoid  the  IT  skills  cliff — Retain  and  grow  your  top  IT  talent. 


There  is  growing  concern  that  the  IT  industry  is 
facing  a  skills  shortage.  Gartner,  eWEEK,  and  IT 
Business  Edge  have  all  recently  published  articles 
on  this  topic,  and  the  2012  IBM  Tech  Trends  report 
showed  that  only  1  in  10  companies  feel  they  have 
the  IT  skills  they  need  to  be  successful.  With  the 
rise  of  big  data,  cloud  and  social  computing,  and 
the  consumerization  of  IT,  the  drive  for  IT 
innovation  is  high  but  the  talent  pool  is  limited. 
Retaining  and  growing  top  IT  talent  is  more 
important  than  ever  before.  The  question  is:  How? 

In  2008,  The  Procter  and  Gamble  Company  and 
Google  made  a  publicized  marketing  and 
advertising  employee  swap,  benefiting  both 
companies.  So  why  not  IT?  And  why  not  with 
Microsoft,  one  of  the  largest  and  most  prominent 
technology  companies  in  the  world?  Microsoft  IT 
has  created  the  Microsoft  IT  Institute  to  offer  IT 
employee  exchanges,  job  shadows,  and  a  series  of 
best  practice  courses  for  sharing  ideas,  trading  best 
practices,  and  connecting  directly  on  an  IT-to-IT 
level  with  its  customers  and  partners. 

Benefits 

The  IT  Employee  Exchanges  and  Job  Shadows  offer 
a  unique  opportunity  to  grow  senior  IT  employees 
to  help  meet  today's  IT  demands  and  provide 
mentorship  to  others  in  their  company.  Through 
these  programs,  participants  exchange  best 
practices  and  receive  on-the-job  training  in 
technology  and  process  areas  that  are  being 
pursued  as  new  investments  or  that  their  own  IT 
organization  is  looking  to  mature. 

Embedding  in  a  different  corporate  culture  and 
environment  for  a  period  of  time  gives  participants 
a  fresh  perspective  and  inspiration  to  drive  broader 
and  deeper  innovation  within  their  own  IT 
organization  and,  ultimately,  their  company's 
products  and  services.  It  also  provides  the  kind  of 


unique  experience  for  personal  career  development 
and  growth  that  companies  need  in  order  to  retain 
top  IT  talent. 

Employee  Exchanges  and  Job  Shadows* 

Microsoft  IT  has  opened  its  doors  to  offer  immersive  IT 
learning,  sharing,  and  development  opportunities.  IT 
Employee  Exchanges  give  one  senior-level  employee 

from  Microsoft  and  one 
senior-level  employee  from 
another  company  the 
opportunity  to  switch  places 
and  work  on  assignment  as 
part  of  the  host  company's 
team  over  the  course  of  six 
months.  The  main  focus  is  exchange — of  ideas,  people, 
best  practices,  culture,  and  expertise. 

IT  Job  Shadows  are  a  rich  learning  and  career 
development  opportunity  for  senior-level  IT  employees, 
focused  on  a  specific  technology  or  skill.  Through 
observation  and  on-site  participation  at 
Microsoft — typically  during  a  three-month  period — they 
learn  techniques,  strategies,  and  best  practices  that  can 
be  applied  at  their  own  company. 

IT  Best  Practice  Series  Courses 

The  IT  Best  Practice  Series  offer  fee-based  courses 
presented  by  Microsoft  IT  subject  matter  experts  about 
how  they  deploy,  design,  govern,  and  manage  security 
for  products  and  services  within  Microsoft  to  support 
180,000  employees  worldwide.  Sharing  this  kind  of 
real-world  IT  expertise  and  lessons  learned  helps 
participants  improve  the  quality  of  the  solutions  they 
implement  and  manage  at  their  own  company. 

7  appreciate  hearing  directly  from  the  [Microsoft]  subject 
matter  experts,  often  times  we  don't  get  past  the  sales 
team  to  hear  about  specific  IT  challenges." 

-  IT  Best  Practice  Series  Course  Participant 

Visit  www.Microsoft.com/ITInstitute  to  learn  more  about 
the  Microsoft  IT  Institute  or  email  MSITI@microsoft.com. 

Subject  to  hosting  availability,  local,  and  international  laws  and  restrictions. 


The  main  focus  is 
exchange — of  ideas, 
people,  best  practices, 
culture,  and  expertise. 
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Striking  a  New  Chord 
With  Customers 

Music  company  updates  its  marketing  tactics  with  social  CRM 

BY  STEPHANIE  OVERBY 

EMI  Music  seemed  as  well  positioned  as  any  record  company  to  embrace  the  digital  music  age. 
It  launched  its  first  website  in  1993,  streamed  its  first  complete  album  over  the  Internet  in  1998, 
and  was  the  first  to  release  a  digital  album  download  in  2001. 

In  recent  years,  EMI  shifted  its  marketing  focus  online  as  well.  But  its  geographically  dis¬ 
persed  and  disjointed  marketing  teams  simply  took  what  they  had  always  done— mass  mar¬ 
keting  of  music— and  digitized  it.  Company  leaders  had  been  so  focused  on  the  digital  music 
revolution,  says  Bertrand  Bodson,  EMI’s  executive  vice  president  of  global  digital,  that  they 
failed  to  anticipate  the  digital  marketing  revolution.  ►  ► 
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Planning  a  city's  future  is  Kevin's  business. 

We're  proud  he's  made  it  our  business,  too. 


At  Time  Warner  Cable  Business  Class,  we  listen  to  your  needs,  offer  advice  and  deliver 
best-in-class  solutions.  That  is  why  Kevin  came  to  us.  Together,  we  set  up  Dedicated  Internet 
Access  and  Cloud  Services  to  help  him  share  files  faster,  videoconference  easily  and  stay 
connected  to  his  team.  We  helped  Kevin  bring  his  ideas  to  life.  And  we  can  do  the  same  for 
you.  To  learn  how,  call  us  for  a  consultation  today. 


1.877.615.4332  |  twcbc.com 

INTERNET  I  VOICE  I  TELEVISION  I  NETWORK  SERVICES  I  CLOUD  SERVICES 

Products  and  services  not  available  in  all  areas.  Actual  speeds  may  vary.  Some  restrictions  apply,  time  Warner  Cable 
Business  Class  is  a  trademark  oftlme  Warner  Inc.  Used  under  license.  ©2013  Time  Warner  Cable.  All  Rights  Reserved. 
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►  ►CRM  Continued  from  Page  26 


Faced  with  declining  revenues  and  lackluster 
customer  demand,  EMI  decided  to  get  personal, 
implementing  the  Neolane  CRM  system  to  cre¬ 
ate  a  single  view  of  individual  fans  based  on  data 
from  various  channels,  including  registration  cards, 
artist  websites,  mobile  apps  and  social  platforms. 
“We  started  with  the  basics,”  says  Bodson.  “The 
music  industry  has  a  history  of  sending  out  big 
blast  emails  to  two  million  people.  We  changed 
that  mentality  to  sending  out  20  different  emails 
to  10,000  fans  each.” 

Last  year,  EMI  began  piloting  Neolane’s  new 
social  listening  capabilities  to  incorporate  unstruc¬ 
tured  data  as  well.  “We  know  that  you  bought 
the  Katy  Perry  CD  and  that  you’re  talking  about 
Empire  of  the  Sun  on  Facebook.  We  have  your  Spo- 
tify  playlists,”  says  Bodson.  “It’s  very  rich  data.” 

EMI’s  marketers  integrate  that  individual  fan 
intelligence  with  customer  categories  generated 
by  a  separate  customer-insights  tool.  The  “collec¬ 
tor”  is  into  the  physical  with  his  vinyl  anthology 
prominently  on  display.  The  “pre-cash”  group  of 
13-  to  15-year-olds  have  little  money  to  spend  but 
wield  influence  over  those  who  do.  The  “pacemak¬ 
ers”  want  to  be  first  to  discover  new  artists. 

An  email  to  a  collector  highlights  a  special  physi¬ 
cal  edition,  while  one  to  a  pre-cash  teen  focuses  less 
on  purchasing  and  more  on  the  marketing  message. 
“It  takes  more  effort  and  more  iterations  to  reach  the 
right  fan  with  the  right  message  at  the  right  time,” 
says  Bodson.  “But  it’s  very  powerful.” 

EMI  can  now  create  targeted  products  or  experi¬ 
ences  based  on  customer  attributes.  Sales  were  on 
the  uptick  within  a  year  and  a  half,  thanks  to  new 
digital  revenues.  Anemic  digital  marketing  met¬ 
rics  have  improved;  the  150  email  campaigns  EMI 
launches  each  month  now  have  30  percent  open 
and  response  rates.  IT  has  benefited,  too,  from  con¬ 
solidating  various  CRM  systems  into  one,  cutting 
licensing  costs,  says  CIO  Simon  Hollins. 

Next,  Bodson  would  like  to  surprise  customers. 
For  example,  if  someone  likes  Coldplay  on  Face- 
book,  she  might  receive  a  video  of  Chris  Martin 
singing  “Happy  Birthday”  to  her  by  name  on  the 
appropriate  day.  “Ten  years  ago,  we  didn’t  control 
customer  loyalty.  We  were  just  a  content  provider 
with  retailers  sitting  between  the  artists  and  the 
fans,”  Bodson  says.  “The  more  data  we  get,  the 
closer  the  artists  get  to  their  fans.” 


Stephanie  Overby  is  a  freelance  writer  based  in  Mas¬ 
sachusetts. 


ENTERPRISE 


CONSUMER 


Kaplan  CIO  Embraces 
Google's  Consumer  Apps 

BY  KRISTIN  BURNHAM 

ost  savings,  built-in  disaster  recovery  and  the 
simplicity  of  the  cloud  were  all  factors  that  sold 
Kaplan  CIO  Edward  Hanapole  on  migrating  the 
education  products  and  services  company  from 
Microsoft  Exchange  to  Google  Apps.  But  there 
was  another,  equally  important  reason:  Staying  ahead  of  the 
consumerization-of-IT  curve. 

"It's  important  for  CIOs  to  stay  current  with  trends.  You  don't 
want  your  employees  to  have  better  [technology]  at  home 
than  at  work,"  Hanapole  says, 

What  They  Did:  After  successfully  migrating  Kaplan's  25,000 
employees  to  Google  Apps  in  late  2011,  Hanapole  embarked  on 
a  500-employee  pilot  of  Google+,  Google's  social  network.  This 
platform,  he  says,  has  been  instrumental  in  bridging  that  gap 
between  the  tech  employees  use  at  home  and  at  work. 

"You  need  to  acknowledge  that  your  employees  are  increas¬ 
ingly  digital  natives  and  you  need  to  stay  current  by  living 
in  the  world  they're  living  in,  That's  what  makes  you  a  better 
leader,"  he  says,  Kaplan's  Google+  pilot  wrapped  up  in  Decem¬ 
ber,  and  the  service  is  now  deployed  to  almost  all  employees, 
Hanapole  and  his  team  are  using  Google  Hangouts,  Google's 
video  chat  capability,  for  staff  meetings,  "It's  fun,  it's  easy,  and 
we're  starting  to  see  more  employees  with  Web  cameras  and 
other  devices  that  let  them  consume  a  Hangout," 

Google+  "is  just  a  very  straightforward  approach  to  solving 
a  communications  issue,,, at  a  very  low  cost,"  Hanapole  says, 


Acknowledging  Risks:  There  was  some  concern  that 
employees  using  Google+  could  inadvertently  share  com¬ 
pany  information  with  people  they  shouldn't,  Hanapole  says, 
Employees  can  create  groups  of  people,  called  Circles,  with 
which  they  can  selectively  share  information,  Circles  can 
include  different  departments  and  even  customers  outside  the 
enterprise,  for  example, 

To  avoid  improper  disclosures,  Kaplan  enabled  a  Google+ 
administration  feature  that,  by  default,  restricts  the  visibility 
of  new  posts  to  Kaplan's  domain,  Kaplan  also  reminds  users  to 
be  careful  managing  their  Circles  to  avoid  external  disclosures, 
though  Hanapole  says  the  company  hasn't  experienced  many 
of  those  problems, 

"When  you  deploy  this  type  of  technology,  there  is  a  level 
of  trust  you  need  to  have  in  your  employees,"  Hanapole  says, 
"Sure,  you  take  on  additional  risk,  but  you  also  get  a  higher 
employee  satisfaction  rate  because  you  trust  them." 
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Kristin  Burnham  is  a  senior  writer  at  CIO.com, 
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Machine  data  goes  in. 
Business  insight  comes  out 


Our  software  turns  your  massive  streams  of  machine  data  into 


business  insights  by  making  sense  of  website  clickstreams, 
mobile  devices,  applications  and  other  technologies  that  drive 
your  business.  It’s  what  our  market-leading  customers  call 
real-time  Operational  Intelligence. 


Over  half  of  the  Fortune  100™  use  Splunk  software  and  have 
the  business  results  to  prove  it.  In  days  or  weeks,  not  months 
or  years. 


splunk> 


listen  to  your  data 
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Why  Diversity  Matters 

Building  a  network  of  diverse  IT  talent-ready  for  your  next  job  opening- 
is  a  year-round  task  with  a  big  payoff  by  phil  schneidermeyer 


Margot  Sharapova  was,  until  recently, 
the  CIO  of  GE  Healthcare  Medical  Diag¬ 
nostics,  a  General  Electric  division  with 
more  than  5,000  employees  in  50  coun¬ 
tries.  Her  career  path  has  taken  some 
interesting  turns:  After  graduating  from  Dartmouth,  she 
moved  to  Siberia  to  teach  English  (she  speaks  Russian  flu¬ 
ently).  She  joined  GE  Plastics  in  1995  through  an  Informa¬ 
tion  Management  Leadership  Program,  and  then  moved 
into  CIO  roles  at  a  succession  of  GE  divisions. 

In  an  interview,  Margot  offers  her  philosophy  on  attract¬ 
ing  great  talent  and  building  a  diverse  team. 

As  a  CIO,  what  has  been  your 
approach  to  diversity? 

My  approach  has  been  to  actively  engage 
with  internal  and  external  groups  that 
support  diversity  in  professional  devel¬ 
opment.  You  have  to  make  the  effort  on  a 
regular  basis.  It  is  no  different  than  col¬ 
lege  recruiting— you  can’t  just  show  up 
once  a  year  and  expect  to  be  taken  seri¬ 
ously.  When  you  have  a  job  opening  to  fill, 
you  should  have  already  been  visible  and 
available  as  a  speaker  or  mentor.  CIOs  need  to  be  recruit¬ 
ing  every  day. 

Is  diversity  broader  than  gender  or  ethnicity? 

Yes— I  also  strive  for  diversity  of  thought.  For  example, 
here  is  the  breakdown  of  my  direct  reports  at  GE:  a  Brit 
who  lives  in  Norway,  an  Indian  based  in  the  U.K.,  an  Indian 
woman  based  in  India,  an  IT  architect  born  and  raised  in 
New  Jersey,  and  an  Indian  and  Ghanaian  in  New  Jersey.  We 
had  robust  staff  conversations. 

There  is  another  element  of  diversity.  Many  of  us  who 
go  into  IT  roles  are  control  freaks.  But  to  be  successful  in 
the  future,  given  the  pace  of  technology  change,  we  need  to 
embrace  a  degree  of  chaos  or  lack  of  control.  So  as  a  CIO, 
you  must  be  comfortable  hiring  people  who  don’t  think  like 


you  do— people  who  have  a  different  heritage  and  cultural 
norms.  Be  aware  that  it  can  take  time  for  a  diverse  group  to 
learn  how  to  work  together. 

On  some  level,  working  with  carbon  copies  of  yourself 
is  easier,  but  it  is  dangerous,  given  the  global  challenges  we 
|  all  face. 

Why  is  having  a  diverse  team  important? 

One,  I  want  the  diversity  in  my  organization  to  match  the 
diversity  of  our  customers  so  that  we  can  relate  to  custom¬ 
ers  in  all  divisions  all  over  the  world.  Our  organization 
must  be  a  reflection  of  the  people  we  serve. 

- 

Two,  these  are  complex  problems  we  are  trying  to 
solve  for  our  customers.  Economies 
in  developing  markets  change  rapidly, 
whereas  mature  markets  move  to  a  dif¬ 
ferent  rhythm.  If  we  don’t  have  diver¬ 
sity  of  thought,  we  won’t  be  able  to  solve 
tomorrow’s  problems. 

Three,  at  a  big  corporation  we  have 
contracts  with  recruiters  who  are  sup¬ 
posed  to  present  a  diverse  slate  of  job 
candidates,  but  unless  you  drive  it, 
you  won’t  get  it.  You  can’t  just  rely  on 
a  recruiter  and  tell  the  executive  team,  “Well,  the  recruiter 
didn’t  give  me  anyone  diverse.”  That’s  why  developing  a 
network  365  days  a  year  matters.  This  way,  when  you  have 
an  opening,  you  already  have  contacts. 

Is  it  easier  for  a  diverse  leader  to  attract  a  diverse 
!  team? 

Strong  leaders  attract  strong  talent,  period.  If  you  become 
known  for  strong  talent-management  skills,  then  talented 
folks  of  all  backgrounds  will  want  to  join  your  team.  They 
in  turn  pull  in  other  great  talent.  The  same  occurs  on  the 
diversity  side;  it  is  the  gift  that  keeps  giving. 


Phil  Schneidermeyer  is  a  partner  with  Heidrick  &  Struggles, 
where  he  specializes  in  recruiting  CIOs  and  CTOs  for  all  industries. 


"As  a  CIO,  you  must 
be  comfortable 
hiring  people 
who  don't  think 
like  you  do." 

-Margot  Sharapova,  former  CIO, 
GE  Healthcare  Medical  Diagnostics 
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introducing 

S I M  PANA. 


You'll  never  look  at  your 
protected  data 
the  same  way  again. 

Simpana®  10  software  is  more  than  just  an  upgrade  to  an  industry-leading 
solution  for  protecting,  managing,  and  accessing  corporate  information. 

It's  an  exponential  leap  forward. 

IT  Leaders  today  are  navigating  environments  of  widespread  change  to 
implement  solutions  that  meet  and  exceed  the  demands  brought  on  by 
massive  data  growth,  increased  mobility,  the  drive  to  cloud,  and  Big  Data. 
With  more  than  300  new  features,  we  designed  Simpana  10  with  these 
challenges,  and  our  customers,  in  mind. 

Simpana  1 0  is  an  opportunity  to  not  only  protect  your  data,  but  to  transform 
your  business.  Enable  a  mobile  enterprise  and  dramatically  increase  productivity. 
Build  a  modern  IT  infrastructure  and  scale  to  new  heights.  Create  a  safe, 
efficient,  intelligent  and  accessible  virtual  repository  of  all  protected  corporate 
data  and  make  better,  faster  business  decisions. 

The  name  Simpana  has  become  synonymous  with  holistic  data  protection  and 
recovery.  And  now  more  than  ever,  it  stands  for  a  core  platform  that  will  allow 
your  business,  technology,  and  people  to  work  more  smoothly  and  effectively. 
Isn't  it  time  your  organization  made  the  leap? 


an  exponential  leap  forward  visit  www.commvault.com/Simpana10. 
backup  &  recovery  >  replication  >  analytics  >  archive  >  search  &  ediscovery 


www.commvault.com  ■  2  Crescent  Place  ■  Oceanport,  NJ  07757 
Regional  Offices:  Europe  ■  Middle  East  &  Africa  ■  Asia-Pacific  ■  Latin  America  &  Caribbean  ■  Canada  ■  India  ■  Oceania 

©1999-2013  CommVault  Systems,  Inc.  All  rights  reserved.  CommVault,  the  "CV"  logo,  Solving  Forward,  and  Simpana  are  trademarks  or  registered  trademarks  of  CommVault  Systems,  Inc.  All  other  third  party  brands, 
products,  service  names,  trademarks,  or  registered  service  marks  are  the  property  of  and  used  to  identify  the  products  or  services  of  their  respective  owners.  All  specifications  are  subject  to  change  without  notice. 
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•••  vendorvisionmap 


The  Simple  Cloud 

Workday's  HR  software  wins  praise  for  its  ease  of 
use,  but  its  less-mature  financial  module  may  not  be 
asquicktofind  an  audience  by  chris  kanaracus 

THE  PITCH 

The  software  industry's  media  and  pundit  gallery  usually  has  at  least 
one  darling  at  any  given  time,  and  right  now.  Workday  is  it. 

The  company's  successful  IPO  was  a  feather  in  its  cap  after  a  rapid 
rise  to  prominence  in  recent  years.  It  got  there  through  a  combination 
of  folksy  leadership  from  co-founders  Dave  Duffield  and  Aneel  Bhusri, 
a  seemingly  happy  customer  base,  and  huge,  high-profile  deals  with 
customers  such  as  Flextronics  and  Kimberly-Clark. 

Workday  offers  customers  more  than  just  the  promise  of  easier 
deployments  thanks  to  its  software-as-a-service  model,  says  Workday 
CTO  Stan  Swete.  The  most  appealing  aspects  of  the  company's  software 
are  its  "ease  of  use,  and  the  ability  to  change  over  time,"  Swete  says. 

Historically,  enterprise  software  has  failed  to  gain  real  traction 
among  employees  because  "the  user  interfaces  have  been  complex," 
he  explains. 


THE CATCH 

Workday  seems  poised  for  massive 
growth  following  its  IPO.  While  that 
could  mean  good  things  for  its  bottom 
line,  it’s  also  possible  that  the  com¬ 
pany  could  lose  its  vaunted  ability  to 
remain  close  to  customers,  a  mind-set 
Duffield  is  also  said  to  have  fostered  at 
his  former  company,  PeopleSoft. 

But  Swete  says  the  IPO  hasn’t 
changed  the  way  Workday  does 
business  internally,  and  the  company 
plans  to  maintain  its  core  values. 

Meanwhile,  although  Workday 
has  had  big  success  with  its  HR  soft¬ 
ware,  its  financial  software  module 
isn’t  as  mature  and  it  remains  to  be 
seen  how  many  multinational  enter¬ 
prises  will  sign  up  for  it. 

Mike  Zill,  CIO  of  medical-products 
manufacturer  CareFusion,  is  a  Work¬ 
day  customer  who  likes  how  easy  it 


is  to  use  the  HR  software.  But  he’s 
holding  off  on  adopting  the  finan¬ 
cial  module.  “We  are  such  a  big  SAP 
shop,  with  so  much  investment  there, 
at  the  moment  that’s  working  great,” 
Zill  says. 

THE  SCORE 

Another  of  Workday’s  calling  cards  is 
ease  of  implementation  and  ongoing 
operations  compared  to  on-premise 
software,  but  even  Swete  cautions  that 
the  vendor  can’t  promise  magic. 

“On  one  level,  when  you  imple¬ 
ment  Workday,  it’s  still  a  significant 
process,”  he  says.  Importing  data 
from  other  systems,  for  example,  “can 
be  a  complex  project.” 

But  Workday  has  learned  that 
many  projects  are  repeatable  for  dif¬ 
ferent  customers.  Typically,  imple¬ 
mentations  take  about  four  months 


Workday,  Inc. 

Headquarters:  Pleasanton,  Calif. 
Employees:  1,452 
2012  Revenue:  $134.4  million 
Co-CEOs:  Aneel  Bhusri,  Dave  Duffield 

What  They  Do:  Founded  by  People- 
Soft  veterans  in  2005,  Workday  sells 
cloud-based  software  for  human 
capital  management,  otherwise 
known  as  human  resources,  as  well  as 
for  financial  management.  It's  going 
after  large  enterprises,  making  a 
direct  play  for  SAP  and  Oracle's  core 
businesses. 


for  smaller  customers,  and  seven  to 
12  months  for  larger  ones,  Swete  says. 

While  Workday  has  strong,  built- 
in  business  intelligence  (BI)  tools, 
“their  BI  is  not  a  general-purpose  tool 
like  Cognos  or  Business  Objects,”  says 
analyst  Frank  Scavo,  president  of  IT 
consultancy  Strativa. 

“A  company  could  not  take  their  BI 
tools  and  apply  them  to  a  lot  of  non- 
Workday-related  data,”  Scavo  says. 
On  the  other  hand,  Workday’s  BI  tools 
are  simpler  to  learn,  he  says. 

Scavo  says  customers  and  pros¬ 
pects  should  be  mindful  of  the  IPO’s 
potential  effect  on  Workday’s  culture, 
because  now  the  company  must  keep 
an  eye  on  Wall  Street. 

“The  first  risk  is  the  fact  they’ve 
gone  public,  because  now  you  have  a 
constituency  beyond  your  customers 
and  your  employees,  and  that’s  your 
shareholders,”  he  says.  “I  think  this  is 
true  for  any  company.” 


Chris  Kanaracus  is  a  senior  correspondent 
with  IDG  News  Service. 
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Introducing  the  Dell  SonicWALL  SuperMassive  9000  Series 


Every  day  your  network  is  asked  to  do  more.  Carry  more  traffic.  Ward  off  more  sophisticated  threats.  Meet  the  challenge 
with  the  new  Dell™  SonicWALL™  SuperMassive™  9000  Series,  a  Next-Generation  Firewall  that  examines  every  packet  without 
compromising  network  performance. 


The  SuperMassive  platform  was  engineered  to  address  the  security  and  high  performance  demands  of  carriers  and  service 
providers.  The  new  Dell  SonicWALL  SuperMassive  9000  Series  offers  that  same  high  level  of  protection  and  performance  to 
the  enterprise  in  an  elegant  one-rack  unit  (1U)  appliance  that  saves  space,  power,  and  cooling  costs. 


sonicwall.com/SuperMassive9000 


The  power  to  do  more 


ights  reserved  Dell  SonicWALL  is  a  trademark  of  Dell  Inc.  and  all  other  Dell  SonicWALL  product  and  seiyiee  names  and  slogahs  ar 
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ou’re  walking  down  a  busy  sidewalk 

to  an  early  meeting  when  your  smartphone  dings.  A  message  pops 
up,  noting  you  haven’t  stopped  for  your  usual  egg  sandwich  and  latte. 
A  mobile  app  tells  you  the  nearest  Dunkin’  Donuts  is  three  blocks  over. 
Another  app  brings  a  coupon  for  breakfast  at  a  McDonald’s  around  the 
corner.  You  decide.  With  a  few  taps,  you  order,  specify  a  pick-up  time  and 
pay,  never  breaking  stride. 

That  evening  at  your  favor¬ 
ite  burger  chain,  you  approach 
a  counter-mounted  iPad  to  order. 

The  system  recognizes  you  from 
identity  data  radiating  from  the 
phone  in  your  pocket  and  automati¬ 
cally  displays  only  the  foods  you  like.  A  smiling  avatar  on  the  screen  welcomes  you.  Hav¬ 
ing  checked  your  purchase  history  and  the  store’s  inventory,  she  makes  an  offer.  “You’re 
due  for  a  reward,”  she  says.  “How  about  our  new  Megaman  Cheeseybeef  for  $2?  Dessert’s 
on  me.”  How  can  you  resist? 

The  future  of  eating  out  lies  in  today’s  experiments  at  Burger  King,  Domino’s,  McDon¬ 
ald’s,  Wendy’s  and  the  many  other  companies  in  the  $707  billion  worldwide  fast- food  market. 
Restaurant  chains  want  to  use  technology— theirs  and  yours— to  create  an  intimate  customer 
experience.  Your  personal  device  and  the  restaurant’s  own  systems  for  sensing,  analyzing  and 
transacting  will  exchange  data,  for  your  convenience  and  their  profit.  Fast  food  becomes  not  so  much 
a  destination  but  a  service  that  follows  you  from  mealtime  to  mealtime. 


Robert  Notte,  CTO  at  Jamba,  says  consumers 
are  pushing  restaurants  to  take  more  risks. 
Jamba,  for  example,  is  installing  self-serve 
smoothie  machines  in  schools. 
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Once,  a  fast-food  restaurant’s  menu  differentiated  it  from 
competitors.  “Dude  food”  one-upmanship  a  few  years  hack 
brought  us  delights  like  Hardee’s  Monster  Thickburger  (up 
to  1,400  calories)  and  Red  Robin’s  Whiskey  River  BBQ  Burger 
(1,100  calories). 

Now  IT  is  the  differentiator.  But  customers  expect  more 
technology  to  be  involved  in  dining  out  than  simply  posting 
pictures  of  their  entrees  to  Tumblr.  They  want  faster,  more 
accurate  ordering,  e-coupons  and  more  options  for  payment, 
says  Darren  Tristano,  a  consultant  at  Technomic,  a  restaurant 
industry  research  firm  that  recently  surveyed  500  consumers 
about  technology  priorities. 

“Consumers  are  forcing  restaurants  to  move  faster  than  they 
traditionally  have,”  adds  Robert  Notte,  CTO  at  Jamba,  a  $226 
million  chain  that  makes  healthy  (and  not-so-healthy)  smooth¬ 
ies.  “It’s  important  to  be  willing  to  take  risks.” 

The  valuable  breakthroughs  will  come  when  restaurants 
get  ahead  of  customers,  creating  all-new  ways  of  interacting. 
International  markets,  school  cafeterias,  military  posts  and 
crowded  cities  are  laboratories  for  innovation.  Along  the  way, 
these  companies  are  rewriting  organizational  boundaries  and 
rejecting  old  notions  about  fast-food  business  models.  Not  every 
gee-whiz  experiment  will  succeed,  of  course.  But  where  they  do, 
IT  will  differentiate  those  restaurants  from  rivals,  says  Dennis 
Lombardi,  executive  vice  president  of  food-service  strategies  at 
WD  Partners,  a  restaurant  design  and  development  firm.  “It’s 
all  about  trying  to  influence  how  the  consumer  moves.” 

If  You  Want  Something  Done  Right... 

Paper  hats  and  penciled  tickets  may  have  disappeared  long  ago, 
but  fundamentally,  ordering  fast  food  hasn’t  changed  much 
since  Ray  Kroc  opened  his  first  McDonald’s  restaurant  in  1955. 
But  standing  in  front  of  a  uniformed  cashier  reciting  a  list  of 
numbered  meals  no  longer  cuts  it.  Scratchy  speakers  at  the 


drive-thru  are  worse.  No  one’s  gone  digital  across  a  whole  chain 
yet,  for  several  reasons  beyond  the  obvious  expense.  Franchi¬ 
sees,  for  example,  aren’t  necessarily  required  to  do  what  the 
corporate  entity  does,  and  consumers  in  various  markets  may 
not  be  ready  for  big  change.  Older  patrons  aren’t  as  eager  as 
Millennials  for  capabilities  like  Web  pre-ordering  and  PayPal- 
based  checkout,  Tristano  says. 

Still,  customers  view  Web,  mobile  and  even  phoned-in 
orders  as  fast  and  accurate,  he  says.  Restaurants  that  use  IT 
to  improve  ordering  will  have  an  advantage  in  cultivating  the 
happy,  frequent  visitors  they  need,  he  says. 

At  Jamba,  which  has  nearly  800  stories  worldwide,  Notte  is 
supporting  various  electronic  payment  systems  (such  as  Google 
Wallet  and  PayPal)  in  certain  U.S.  markets,  and  is  piloting 
mobile  and  tablet  ordering  at  seven  stores  in  California.  Jamba 
recently  released  a  smartphone  app  that,  in  future  versions,  will 
use  NCR’s  Aloha  Connect  tools  to  link  to  its  point-of-sale  system 
so  customers  can  order,  pay  through  PayPal  and  designate  a 
pick-up  time.  When  they  get  to  the  store,  they  can  skip  the  lines. 

The  idea  is  that  with  one  tap— not  multiple  cards  and  pieces 
of  paper— customers  can  pay,  redeem  coupons  and  collect  loy¬ 
alty  points,  Notte  says.  “No  more  Costanza  wallet,”  he  laughs, 
referring  to  the  Seinfeld  episode  where  George’s  overstuffed 
wallet  throws  out  his  back  and  then  blows  apart  in  the  street. 

Mobile  payment  “is  not  going  to  explode  overnight,  but  we’ll 
be  in  a  great  position  to  support  it  as  customers  start  to  adopt 
it,”  Notte  says. 

At  Domino’s  Pizza,  which  launched  online  ordering  in  late 
2007  and  its  famous  pizza  tracker  in  2008,  more  than  one-third 
of  pizza  sales  originate  online.  Now  the  $1.5  billion  company 
wants  to  move  more  customers  to  mobile.  Domino’s  already  has 
mobile  apps  and  a  website  optimized  for  mobile  devices.  This 
year,  CIO  Kevin  Vasconi  and  CMO  Russell  Weiner  aim  to  add 
features  such  as  access  to  a  CRM  system  that  will  remember 


HE  REWARDS  PROGRAM  at  Red 

Robin  Gourmet  Burgers  reflects  how 
modern  consumers  blend  online 
and  offline  activities. 

In  the  original  e-commerce 
model  established  in  the  late  1990s, 
companies  fought  to  get  people  to  shop 
on  the  Web.  Now,  some  companies 
realize  consumers  don't  live  their 
lives  in  one  realm  or  the  other,  says 
Chris  Laping,  CIO  and  senior  vice  presi¬ 


dent  of  business  transformation  at  the 
$977  million  chain  of  473  casual-dining 
restaurants  worldwide. 

Members  of  the  RedRoyalty  pro¬ 
gram  receive  free  food  and  discounted 
meals,  as  you  may  expect  from  a  loyalty 
program.  But  they  also  get  Facebook 
credits  through  virtual  currency  from  a 
company  called  Plink.  Customers  regis¬ 
ter  with  Plink,  and  when  they  eat  at  Red 
Robin,  they  earn  credits  to  use  on  Face- 


book  to  play  games  such  as  Farmville. 
"The  demographic  data  on  those  games 
is  startling,"  Laping  says.  "Not  young 
kids,  but  decision-makers  of  the  house." 

That's  just  the  kind  of  person  Red 
Robin  wants  to  visit  the  restaurant.  "Face- 
book  credits  are  an  incredible  motivator 
to  get  off  the  computer  and  go  spend 
money  at  brick-and-mortar  places,"  he 
says.  "We're  rewarding  people  with  what 
they're  interested  in,"  -K.S.N. 


APRIL  1,  2013  www.cio.com 


regular  orders,  addresses  and  other  details  without  the  cus¬ 
tomer  having  to  type  them  in  every  time.  Fields  will  prepopulate 
and  the  system  will  do  automatic  error  checking,  which  makes 
the  user  experience  a  competitive  differentiator,  Vasconi  says. 

Then  there  are  profits  to  think  about.  “We  like  people  on 
mobile  platforms,”  he  says.  “Customer  satisfaction  is  higher, 
cost  to  serve  is  lower  and  [average  sales]  tickets  are  better.”  Vas¬ 
coni  declines  to  discuss  why  that’s  the  case  at  Domino’s.  But 
research  from  Intuit  about  the  financial  services  industry  sug¬ 
gests  that  mobile  customers  are  more  engaged  with  the  com¬ 
pany,  more  loyal  and  tend  to  use  more  of  the  services  offered. 

In  full-service  restaurants,  too,  customers  are  interested 
in  doing  their  own  ordering,  says  Patti  Reilly-White,  CIO  of 
Darden  Restaurants,  which  owns  the  Olive  Garden  and  seven 
other  chains.  Pilots  of  Web  and  mobile  ordering  are  under  way 
at  several  Olive  Gardens  in  eight  markets.  “Finding  ways  to 
make  [dining]  more  convenient  is  important  for  our  guests,” 
says  Reilly-White.  “We  don’t  want  to  miss  out.” 

Cheeseburger  in  Your  Own  Paradise 

Missing  out  is  partly  what  motivated  Burger  King  to  start  deliv¬ 
ery  service  in  2011.  Sales  had  been  flat  or  down  for  the  past  few 
years  and  Wendy’s  was  about  to  overtake  it  as  number  two  in 


fast  food.  Burger  King’s  comeback  effort  includes  expanding 
the  menu,  remodeling  restaurants  and  opening  more  stores 
internationally,  including  in  Africa,  China  and  Russia. 

Delivery  is  getting  special  attention  from  Burger  King  CIO 
Kelly  Maddern.  Fast-food  companies  have  done  delivery  in 
many  countries  for  a  long  time.  Mopeds  and  bikes  outfitted 
with  insulated  bags  adorned  with  corporate  logos  swarm  the 
streets  from  Shanghai  to  Manila  to  Moscow.  But  in  the  United 
States,  burger  and  chicken  delivery  is  a  departure  that  demands 
new  thinking.  In  addition  to  figuring  out  how  to  keep  fries  from 
getting  soggy  (a  job  for  “packaging  engineers”  with  degrees  in 
such  things),  fulfilling  Web  orders  requires  a  call  center  and  a 
different  workflow  inside  the  restaurant.  Also,  labor  costs  jump, 
as  Burger  King  acknowledged  in  recent  financial  documents. 

Even  so,  Burger  King  is  aggressively  rolling  out  delivery  ser¬ 
vice,  adding  at  least  IS  locations  to  the  47  stores  in  four  states  that 
already  bring  burgers  to  your  door.  The  menu  is  limited  to  main¬ 
stays— including  Whoppers,  of  course— and  special  bundled 
deals  for  families.  The  $2.3  billion  company  hopes  to  increase 
sales  and  get  closer  to  individual  customers,  Maddern  says. 

With  a  $10  minimum  and  an  average  $2  delivery  charge, 
the  average  order  value  for  delivered  food  is  higher,  she  says. 
Burger  King  is  working  with  EMN8,  a  software,  marketing  and 
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At  Red  Robin  Gourmet  Burgers,  CIO 
Chris  Laping  launched  an  interactive 
training  program  on  iPads  to  help 
waiters  and  cooks  practice  their  skills 
behind  the  scenes. 


consulting  company,  to  run  the  bkdelivers.com  e-commerce  site. 
Customers  who  set  up  loyalty  accounts  can  ask  the  system  to 
remember  order  histories  for  quick  reorder.  Today,  Burger  King 
awards  a  free  sandwich  after  every  fourth  order.  In  the  future, 
Maddern  plans  to  cross-sell  and  upsell  with  recommendations 
that  pop  up  on  the  website  as  customers  click  around.  ‘As  I  start 
to  learn  more  about  your  preferences,  I  can  start  to  tailor  offers 
specific  to  you,”  Maddern  says. 

The  EMN8  software  is  also  capable  of  calculating  a  custom¬ 
er’s  lifetime  value,  which  considers  both  sales  history  and  costs 
incurred  in  support  calls.  Wait— tech  support  for  buying  a  ham¬ 
burger?  As  fast-food  chains  offer  mobile  and  Web  options,  they 
will  also  have  to  help  customers  navigate  the  brave  new  world. 

Pink  Slime  and  Toxic  Chickens 

Some  restaurants  are  using  IT  to  show  customers  the  source 
of  their  products,  making  their  supply  chains  more  trans¬ 
parent.  They’re  responding  to  growing  consumer  demand 


for  information  about  where  food  comes  from,  but  they  also 
see  how  social  media  spreads  ugly  stories  and  magnifies  the 
damage  they  do. 

KFC,  the  chicken  chain  owned  by  Yum  Brands  and  a 
long-established  player  in  China,  is  still  hurting  from  the 
“45-day  chicken  scandal.”  Last  fall,  reports  accused  KFC’s 
local  Chinese  suppliers  of  pumping  illegal  drugs  into  their 
birds  to  make  sure  they  grow  fast— from  hatch  to  slaughter 
in  45  days.  The  stories  dominated  China’s  media,  including 
its  microblogging  service,  Sina  Weibo.  Consumers  criticized 
KFC  and  warned  each  other  not  to  eat  there.  A  popular  TV 
news  show  investigated  the  allegations,  as  did  China’s  food 
and  drug  administration,  finding  that  some  farmers  abused 
antibiotics  and  KFC  suppliers  bought  affected  chickens.  KFC 
has  denied  intentional  wrongdoing  and  vowed  to  improve  its 
supply-chain  practices. 

CEO  David  Novak  addressed  the  controversy  in  February, 
telling  Wall  Street  analysts  he  expects  sales  to  drop  this  year. 
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capabilities  of  Windows  Server  2012. 

With  built-in  features  replacing  an  expensive  third-party 
networking  solution,  and  less  need  for  specialized  support, 
EmpireCLS  was  able  to  rapidly  provision  a  growing  customer 
base  while  reducing  IT  costs  by  30%.  With  operational 
efficiencies  driven  by  Windows  Server  2012,  innovation  is 
taking  a  front  seat  at  EmpireCLS. 

Read  more  about  EmpireCLS's  success  and  see  what  you  can  do 
with  Windows  Server  2012. 
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Because  China  accounts  for  42  percent  of  KFC’s  profits,  the 
whole  company  will  be  affected.  “We  don’t  know  how  long  it 
will  take  us  to  recover,”  he  said.  “This  onslaught  of  negative 
media  coverage  [has]  been  longer  lasting  and  more  impactful 
then  we  ever  imagined.” 


legal,  among  other  departments.  McDonald’s  outlets  around 
the  world  have  asked  for  details  about  building  the  application, 
Nair  says,  including  Canada,  the  United  Kingdom,  the  United 
States  and  Turkey.  Building  something  similar,  she  says  “would 
take  commitment,  but  I  would  love  to  see  it  happen.” 


forcing  restaurants  to 
rthan  they  traditionally  have.” 


-ROBERT  NOTTE,  CTO,  JAMBA 
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Last  year,  McDonald’s  struggled  with  the  “pink  slime” 
controversy.  Celebrity  chef  Jamie  Oliver  talked  about  how 
last-stage  beef  remnants  are  used  in  hamburgers  in  the 
United  States,  after  being  processed  with  chemicals  illegal  for 
consumption  in  some  countries.  The  $27  billion  McDonald’s, 
being  the  largest  purveyor  of  burgers  around,  quickly  became  a 
target  of  consumers’  outrage.  Twitter  and  Facebook  lit  up  with 
angry  talk,  and  one  unappetizing  image  of  an  oozing  pink  mass 
was  repeatedly  shared. 

McDonald’s  soon  announced  it  would  no  longer  use  this  kind 
of  beef  filler,  saying  the  decision  had  been  in  the  works  since  2011. 
The  company  considers  social  media  a  risk  to  its  business  and 
warns  investors  of  the  peril  in  its  financial  documents. 

“Transparency,  processing— all  those  things  are  becoming 
incredibly  important.  Restaurants  are  going  to  have  to  answer 
those  questions,”  says  Tristano.  “Some  can  and  others  won’t.” 

McDonald’s  Australia  can  and  does.  Rather  than  reacting 
after  stories  circulate,  Macca’s— as  McDonald’s  is  nicknamed 
by  Australians— has  created  an  application  to  show  the  curious 
public  more  about  its  ingredients.  Not  meals  in  general,  but  the 
very  burger  or  fry  someone  is  about  to  bite. 

Using  the  TrackMyMacca’s  iPhone  app,  a  customer  scans 
an  augmented  reality  trigger  on  the  package  of  her  food. 
The  app  transforms  data  points  from  Macca’s  supply-chain 
systems  about  farms,  suppliers,  ingredients,  date,  time, 
weather,  location  and  other  variables  into  an  animation  that 
incorporates  the  faces  and  voices  of  real  farmers.  The  text 
that  accompanies  the  visuals  is  by  turns  wry  and  informative. 
“We  were  very  conscious  of  being  entertaining  in  an  adult 
way,”  says  Shamini  Nair,  national  marketing  manager  for 
McDonald’s  Australia.  “The  Simpsons  was  the  inspiration,”  she 
says,  referring  to  the  animated  TV  comedy  known  for  sharp 
social  commentary. 

The  app  isn’t  comprehensive.  It  provides  history  for  just  five 
products— the  most  popular  ones,  Nair  says.  Since  its  launch  in 
January,  the  app  has  seen  45,883  unique  downloads.  The  project 
took  more  than  a  year.  “We  didn’t  anticipate  it  would  be  so  long, 
but  it  needed  to  be  to  deliver  accurate  information,”  she  says. 
Her  digital  business  group  worked  with  an  outside  ad  agency 
as  well  as  internal  IT,  supply  chain,  quality  assurance  and 


Robot  Restaurant 

With  all  the  super-efficient  electronic  ordering  soon  to  come, 
bottlenecks  will  move  from  the  cashier  to  the  kitchen.  But 
IT  advances  behind  the  counter  will  help,  says  Lombardi  at 
WD  Partners.  Restaurants  will  be  able  to  attach  intelligent 
sensors  to  kitchen  equipment  to  monitor  use.  Analyzing  the 
data  in  real  time  will  show  how  well  the  crew  is  working,  he 
says.  He  envisions  a  time  when  video  will  be  integrated  in  all 
zones  of  the  kitchen.  When  sensors  detect  a  cook  isn’t  operat¬ 
ing  the  grill  well  or  someone  is  making  shakes  wrong,  a  perti¬ 
nent  training  video  will  launch  on  a  nearby  monitor  to  review 
procedures.  Such  a  system  could  also  keep  statistics  on  which 
workers  trigger  which  videos,  information  that  could  be  handy 
in  performance  reviews. 

At  Red  Robin,  CIO  Chris  Laping  launched  an  interactive, 
gamified  training  program  last  year  on  iPads.  Employees  go 
through  food  preparation,  menu  and  customer  modules,  using 
text,  images  and  animations.  For  example,  waiters  act  out  real- 
life  scenarios  by  clicking  on  animated  customers.  If  someone 
orders  a  margarita,  the  waiter  must  ask  for  proof  of  age,  politely. 
“This  allows  them  to  practice.  You  don’t  want  to  piss  off  a  live 
guest,”  says  Laping,  who  is  also  senior  VP  of  business  transfor¬ 
mation.  New  cooks  try  techniques  and  recipes  virtually  as  well. 
“You’re  not  throwing  out  food  while  practicing.” 

Sensors  on  storeroom  shelves,  meanwhile,  could  track 
inventory  against  sales,  using  formulas  to  watch  for  problems. 
One  does  not  want  to  run  out  of  pickles,  after  all.  The  system 
could  send  a  text  alert  to  inform  the  manager  of  that  and  other 
troubling  circumstances.  A  Wendy’s  franchise  in  Minnesota, 
for  example,  runs  video  displays  in  the  kitchen  and  a  back-office 
dashboard  to  monitor  sales,  costs  and  labor  metrics  in  real  time. 

Smart  mechanization  and  operations  monitoring,  Lombardi 
says,  will  not  just  recognize  that  something  is  amiss  but  will 
also  seek  out  likely  causes. 

Backroom  technology  will  affect  the  customer  experience  as 
well,  through  digital  signage.  Today,  some  chains  use  electronic 
menu  boards  at  the  counter  and  in  the  drive-thru  lanes.  Unlike 
the  traditional  cardboard,  wood  and  metal  signs,  digital  signs 
can  be  programmed  to  change  as  the  day  passes.  Panels  can  be 
reserved  for  promotions,  entertainment  or  information. 
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But  responsive  digital  signage  is  the  future.  That  is,  by  inte¬ 
grating  point-of-sale  and  inventory  systems  with  outside  vari¬ 
ables  such  as  weather  and  community  events,  digital  signs  can 
flash  instant  promotions.  Say  chicken  sales  have  been  down  all 
day  and,  as  the  dinner  hour  approaches,  so  does  a  snowstorm. 
A  manager  may  decide  to  offer  a  family- meal  special,  suggest¬ 
ing  customers  bring  home  a  hot  dinner  to  ride  out  the  weather. 
The  digital  sign  can  display  suggested  product  bundles  in  one 
panel  with  regular  storm  reports  in  another. 

“Informative  messaging  that’s  changeable  is  powerful,”  says 
Jack  Clare,  CIO  of  Dunkin’  Brands.  He  predicts  it  will  be  among 
the  near-term  IT  investments  restaurants  make. 

Further  down  the  road,  drive-thru  systems  could  be 
equipped  with  voice  recognition,  negating  the  need  for  a  dedi¬ 
cated  person  in  a  headset.  Since  the  systems  will  have  to  rec¬ 
ognize  only  200  to  300  words  common  in  the  fast  food  setting, 
Lombardi  says,  they  will  converse  not  only  in  multiple  lan¬ 
guages  but  also  in  dialects.  But  surely  voice  recognition  won’t 
replace  “the  singing  drive-thru  lady”  at  a  Popeye’s  in  Louisiana 
known  for  greeting  customers  with  song. 

Perhaps  the  ultimate  end  for  some  chains  will  be  to  go  res¬ 
taurantless.  Well,  to  a  certain  extent. 

Jamba,  for  example,  has  installed  JambaGo  self-serve 
machines  that  supply  smoothies  to  over  400  sites.  The 


machines  dispense  smoothies  in  Jamba’s  usual  flavors  but 
with  ingredients  specially  formulated  for  vending  machines. 
Customers  pay  by  walking  over  to  a  cashier,  but  in  the  future 
Notte  envisions  a  fully  automated  vending  machine  that  takes 
mobile  payments.  The  company  wants  to  install  JambaGos  for 
1,000  more  sites  this  year  and  is  hiring  sales  managers  for  “non- 
traditional  development.”  They  will  target  schools,  hospitals, 
stadiums,  airports  and  other  locales  where  having  a  full-size 
store  may  not  make  sense. 

Red  Tomato,  a  pizza  place  in  Dubai,  United  Arab  Emirates, 
has  shrunk  the  store  footprint  to  just  2  inches.  Red  Tomato  gives 
customers  a  magnet  shaped  like  a  pizza  box  to  stick  on  their 
refrigerators.  A  customer  uses  a  mobile  phone  to  configure 
the  magnet,  specifying  a  favorite  pizza  and  toppings,  along 
with  payment  data  to  keep  on  file.  Any  time  he  wants  pizza,  he 
presses  the  button  on  the  magnet,  which  alerts  Red  Tomato  by 
sending  a  Bluetooth  signal  to  the  customer’s  smartphone.  The 
customer  receives  a  text  message  confirming  the  order  and  the 
pizza  arrives  soon  after.  No  call,  no  clicks,  no  problem. 

A  wave  of  experimentation  is  washing  over  the  dining  indus¬ 
try,  Tristano  says.  “This  is  the  time  to  evolve.”  BQ 


Contact  Managing  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  twitter.com/knash99. 
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The  hallmarks  of  mobile  e-commerce  are 
simplicity,  convenience  and  engagement 

BARON  CONCORS,  YUM  RESTAURANTS  INTERNATIONAL 

KNOW  YOUR  MOBILE  CONSUMERS 

As  the  largest  global  operator  of  restaurants  in  the  world,  Yum  Brands  has  more  than 
38,000  restaurants  in  over  120  countries  and  territories.  Between  KFC,  Taco  Bell  and 
Pizza  Hut,  we  are  opening  approximately  four  restaurants  per  day  worldwide. 

Our  strategy  is  to  be  everywhere  our  customers  want  us  to  be,  and  increasingly  that 
means  ensuring  we  have  best-in-class  online  and  mobile  ordering  sites.  Our  digital 
strategy  is  localized  to  individual  regions,  countries  and  markets,  so  we’re  very  attuned 
to  the  levels  of  technology  adoption  in  those  markets  by  consumers,  both  in  terms  of 
broadband  services  and  smartphones. 

For  instance,  while  Qatar  has  high  mobile-device  penetration,  consumers  there 
are  less  comfortable  with  online  ordering.  Meanwhile,  in  Australia,  they  order  ►  ►  ► 
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Oliver  Bussmann  is  Global 
CIO  and  Corporate  Officer 
of  SAP  AG,  where  he  has 
transformed  IT  into  a  value 
and  revenue  generating 
global  organization.  He 
has  also  been  a  pioneer  in 
employing  business-building 
social  media  strategies  from 
the  CIO  role  and  has  built  a 
reputation  for  thought  leader¬ 
ship  in  enterprise  mobility, 
in-memory  technology,  green 
IT  and  cloud  computing.  With 
more  than  20  years  of  execu¬ 
tive  IT  leadership  experience, 
Bussmann  is  well-known 
for  his  definitive  business 
strategy,  IT  excellence  and 
large-scale  reinvention. 
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Custom  Solutions  Group 


Deploying  enterprise 
software  on  time  and 
on  budget 


A  recent  IDG  survey  looking  at  enterprise 
software  deployment  revealed  a  high  level 
of  trepidation  among  IT  executives  about 
embarking  on  such  projects.  These  deploy¬ 
ments  have  a  reputation  of  being  prone  to 
delays  and  cost  overruns,  being  unpredict¬ 
able  when  it  comes  to  how  (and  whether) 
they  can  be  configured  properly  and  quickly, 
and  being  difficult  to  integrate  with  existing 
applications. 

SAP  CIO  Oliver  Bussmann,  a  longtime 
veteran  of  enterprise  software  deploy¬ 
ments,  talks  about  how  to  overcome 
these  challenges. 

in  our  survey  results,  64%  found  it 
challenging  to  deploy  enterprise  software 
on  time,  and  59%  found  it  challenging 
to  deploy  enterprise  software  on  budget. 
What's  behind  these  challenges? 

The  challenge  is  balancing  different  needs. 
Business  units  push  to  get  deployments 
done  in  a  few  weeks,  because  they  can't  wait 
a  year  for  a  new  project.  But  on  the  techni- 


to  look  for  connections  that  have  already 
been  built.  You  can  lose  a  lot  of  time  trying 
to  figure  out  how  to  do  the  integration. 

At  SAP,  we  implemented  the  [cloud- 
based]  SuccessFactors  human  resources 
software,  which  targets  goal  setting  and  per¬ 
formance  monitoring,  using  our  rapid-  de¬ 
ployment  solutions  option.  We  still  maintain 
the  master  data  in  our  SAP  HR  core  system, 
but  we  were  able  to  quickly  bridge  the  two 
with  the  built-in  integration  and  configura¬ 
tion  of  our  rapid-deployment  solutions. 

What  other  problems  have  you  been 
able  to  solve  internally  with  SAP  Rapid 
Deployment  Solutions? 

We  deployed  SAP  HANA— an  in-memory 
data  platform— internally  using  our  rapid- 
deployment  solutions.  We  used  it  for  a 
quarterly  profitability  calculation,  and  we 
reduced  a  three-day  process  down  to  four 
hours.  It  took  us  less  than  six  weeks  to 
implement.  It  helped  us  enable  innovation 
that  immediately  generated  business  value. 


One  of  the  biggest  pain  points  right  now  is  aligning 
on-premise  solutions  to  cloud  solutions. 


cal  side,  enterprise  software  brings  a  lot  of 
choices.  To  customize  it  to  your  needs  drives 
the  timeline  out.  You  end  up  running  out  of 
time,  spending  more  than  you  planned,  and 
still  disappointing  your  customers. 

When  you  talk  to  other  CIOs,  what  do 
they  wish  was  easier  about  enterprise 
software  deployments? 

One  of  the  biggest  pain  points  right  now 
is  aligning  on-premise  solutions  to  cloud 
solutions.  Business  units  have  a  lot  more 
choices  now  for  getting  fast  return  on  value 
by  implementing  cloud  services  such  as  hu¬ 
man  resources  and  procurement.  You  want 
to  avoid  siloed  solutions,  though.  That’s  why 
it’s  critical  to  integrate  cloud  solution  and 
on-premise  applications.  I  would  tell  CIOs 


The  technical  implementation  of  a 
new  solution  is  just  one  part  of  the 
battle.  What's  your  process  for  what 
happens  next? 

That’s  why  the  rapid-deployment  solutions 
are  so  valuable— they  focus  on  training, 
change  management,  user  roles,  and  how  the 
business  can  adapt  new  business  processes. 
The  rapid-deployment  solutions  give  you 
a  framework,  including  best  practices, 
preconfigured  functionality,  content,  and 
implementation  guidelines.  From  my  point 
of  view,  it  lets  you  minimize  the  risk  of 
spending  too  much  time  from  a  customiza¬ 
tion  or  content  perspective.  You  can  better 
ensure  business  value  when  your  employees 
can  take  advantage  of  the  technology  quickly 
and  intelligently.  ■ 
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everything  online.  We  adapt  our  strategy  accordingly,  depending  on  the 
circumstances. 

In  food  service,  the  conversion  rate  online  is  probably  10  times  what 
it  is  in  a  traditional  retail  environment,  and  the  operational  savings  are 
significant;  taking  an  order  online  is  around  80  percent  cheaper  than  a 
call  center,  and  people  purchase  more  through  online  and  mobile  ordering. 

Ease  of  use  dictates  success  or  failure  in  digital  ordering.  Amazon  is 
the  standard;  people  love  it  because  you  can  order  something  in  one  click. 
When  people  come  to  our  site,  it’s  not  to  learn  about  what  we  do,  it’s  to  order 
food.  So  we  ensure  that  the  ordering  workflow  is  simple,  streamlined  and 
fast— easier  than  a  phone  call. 

We  also  bring  in  experts,  true  masters  of  usability  who  design  online 
and  mobile  ordering  experiences  for  a  living.  They  quickly  point  out  where 
changing  and  optimizing  things  results  in  much  better  sales  and  better 
conversion. 

Consumers  will  always  gravitate  to  what  is  easiest.  With  KFC,  for  exam¬ 
ple,  mobile  ordering  has  to  be  more  convenient  or  faster  than  walking  in 
and  ordering  or  going  through  the  drive-thru.  And  there  are  operational 
changes  we  must  make.  A  customer  shouldn’t  place  an  online  order  only 
to  have  to  wait  in  line  to  pick  up  their  food.  In  France,  our  customers  love 
that  we  have  set  up  dedicated  pickup  counters  for  online  customers  so  they 
bypass  all  lines  and  get  their  order  quickly. 


DAVE  CORCHADO,  ICR0SS1NG 

SPEED  AND  SIMPLICITY  WIN  THE  RACE 

On  a  mobile  platform,  everything  from  finding  a  product  to  purchasing  it 
needs  to  be  simplified  because  speed  is  what  determines  success. 

It’s  possible  to  take  a  website  and  wrap  a  presentation  layer  around  it 
so  the  content  can  be  viewed  on  a  mobile  device,  but  as  a  digital  marketing 
agency,  we  know  that’s  not  going  to  be  a  successful  strategy.  Mobile  users 
are  generally  looking  for  something  specific,  and  they  need  to  find  it  in  a 
very  brief  amount  of  time— they’re  waiting  in  line,  or  at  a  restaurant  eating 
lunch.  And  a  lot  of  this  mobile  activity  isn’t  geared  around  purchasing  but 
comparing.  They’re  in  a  store,  and  they  want  to  scan  a  bar  code  to  make 
sure  they’re  getting  the  best  deal.  They  should  be  able  to  click  on  a  button 
to  add  an  item  to  the  shopping  cart,  and  the  cart  should  be  integrated  with 
a  one-click  payment  process.  Simplify  everything,  from  start  to  sale. 

Another  challenge  that  is  paramount  to  mobile  is  that  in  order  to  maxi¬ 
mize  the  device’s  capabilities,  you  need  to  have  a  highly  specific  code  base 
for  the  different  ecosystems,  including  Google,  Microsoft  and  Apple. 

Developing  a  mobile  strategy  takes  time,  since  it’s  about  how  user 
engagement  is  going  to  work  on  mobile  devices.  We  have  teams  of  mobile 
experts,  including  our  VP  of  Technology  Services  Shiva  Vannavada,  who 
work  with  clients  to  develop  the  strategy,  and  then  from  that,  a  technical 
implementation  plan.  Marketers  and  retailers  need  to  have  as  much  insight 
as  possible  into  the  mobile  user— what  they  are  looking  for,  what  they  have 
looked  for  previously,  what  device  they  have  and  how  they  are  coming  to  the 
site,  such  as  from  Facebook  or  a  Google  search.  You  have  to  know  this  in  a 
split  second,  and  then  transform  that  insight  into  content  that  is  presented 
on  a  very  small  screen. 


Note 


Sell  Your  IT  Strategy 


register  CIOs  who  have  moved 
beyond  an  operational  focus  now  face 
another  challenge:  developing  and  sell¬ 
ing  an  IT  strategy.  How  do  you  devise  an 
IT  strategy  when  the  business  still  hasn't 
nailed  down  its  strategic  plan?  How  do 
you  engage  the  right  stakeholders  and 
focus  on  the  right  initiatives?  Join  Martha 
Heller,  author  of  The  CIO  Paradox:  Bat¬ 
tling  the  Contradictions  of  IT  Leadership, 
as  she  moderates  an  online  discussion 
with  a  panel  of  CIOs  on  April  25  at  11  a.m, 
Eastern.  council.cio.com/ITstrategy 


ROI  on  Cloud  at  Kent  State 


download  As  storage  and  disaster- 
recovery  requirements  increased  at  Kent 
State,  CIO  Ed  Mahon  strove  to  improve 
overall  data-management  processes, 
which  started  with  leading  his  team  in 
an  investigation  of  new  equipment  and 
cloud  vendors.  The  project-which  lasted 
18  months  and  cost  $300,000  for  staff 
and  professional  services-enabled  IT 
to  take  its  employees  off  maintenance 
duties  and  do  more  work  on  innovation. 
For  a  more  detailed  breakdown  of  the 
project,  download  the  CIO  Executive 
Council's  Peer  Intelligence  case  study, 
which  includes  RQI,  advice  on  what  to  do 
before  you  evaluate  cloud  prices,  and  tips 
for  reducing  cost  variations  between  pro¬ 
viders,  council.cio.com/Kent5tate 


What  the  CEO  Thinks  of  IT 


attend  CEOs  expect  CIOs  not  only 
to  tame  big  data  but  also  to  deploy 
innovative  predictive  analytics  to  enable 
smarter  customer  engagement,  uncover 
market  opportunities  and  ultimately 
drive  new  revenue.  The  pressure  is 
heightened  in  healthcare,  where  execu¬ 
tives  must  account  for  financial,  regula¬ 
tory  and  privacy  needs  while  putting 
patient  care  and  outcome  improvement 
first  and  foremost.  Hear  directly  from 
the  CEOs  at  Deloitte  Financial  Advisory 
Services,  Allstate  and  Christiana  Care 
at  the  CIO  Leadership  Event  on  May  5-7 
in  Boca  Raton,  Fla.  There  will  be  guar¬ 
anteed  audience  interaction  with  the 
CEOs,  council.cio.com/leadershipevent 
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Don’t  worry,  your  data  only  looks  scary. 

Dashboards  can  help  you  effortlessly  transform  your  menacing 
mountains  of  data  into  clean-cut,  visually  engaging  intelligence. 
With  drilldown  capabilities,  in-depth  analytics  and  filtering  tools, 
convenient  mobile  apps,  and  patented  Interactive  Intelligence  that 
highlights  key  values  across  multiple  charts  and  graphs,  well  help 
you  see  your  data  in  a  whole  new  way. 


.■I  Mobile  apps  available! 


1 

Features  patented  Interactive 

Intelligence  technology 

For  more  information,  to  view  a  sample 
dashboard,  or  start  your  free  trial,  visit 

Dashboards 

iDashboards.com/meetyourdata 

Driving  Business  Decisions 
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LEADING  EDGE 


A  Partnership  Model 

ING  Life  Insurancejapan's  CIO  drives  a  service-based  transformation 


BY  HOUSTON  ROSS 


When  I  joined  ING  in  Japan,  I  had  been  recruited  as  a  turnaround  agent 

because  I  had  a  track  record  in  large  technology  transformations.  The  morale  of  the 
IT  organization  was  at  an  all-time  low,  as  was  business  confidence  in  IT 


My  vision  was  to  move  the  IT  organization  beyond  the 
role  of  modifying  and  enhancing  what  was  already  there 
to  become  an  effective  partner  with  the  business.  I  imme¬ 
diately  engaged  the  IT  department,  meeting  with  every 
member  to  get  a  sense  of  where  the  organization  was  and 
how  ready  it  was  for  a  transformation.  I  also  talked  to  my 
business  peers  to  understand  their  agendas,  their  percep¬ 
tion  of  IT  and  what  they  were 
expecting  from  the  department. 

As  is  typical  of  the  siloed  busi¬ 
ness  culture  in  Japan,  technol¬ 
ogy  was  scattered  throughout 
the  organization.  Application 
delivery  and  infrastructure 
were  almost  like  two  separate  IT 
departments.  There  was  some 
governance  at  a  high  level,  but  it 
was  not  consistently  applied. 

My  top  priority  was  establish¬ 
ing  a  new  IT  operating  model 
that  would  enable  us  to  continue 
delivering  what  we  need  today 
while  also  building  the  organi¬ 
zation  we  needed  to  be  tomorrow. 

This  meant  moving  to  a  more  ser¬ 
vice-oriented  delivery  model  that 

would  help  us  align  with  where  the  business  wanted  to  go. 

To  do  this,  we  needed  to  clarify  the  key  roles  and  respon¬ 
sibilities  within  IT,  identify  our  core  and  non-core  capabili¬ 
ties,  and  develop  a  vendor-management  strategy.  ING  had 
performed  a  lot  of  its  infrastructure  work  in-house  and 
outsourced  the  requirements-management  and  business- 
analyst  functions,  but  we  have  taken  steps  to  reverse  that. 

Our  new  operating  model  went  into  effect  in  June,  and 
we’re  using  it  for  all  our  new  application-development 
requests  and  projects.  As  we  bring  business  partners  to 
the  table,  we’re  starting  to  see  how  the  communication  has 


changed.  After  our  monthly  forum  with  key  division  man¬ 
agers,  our  head  of  sales  said  everyone  was  surprised— the 
only  answer  they  ever  got  from  the  old  IT  organization  was, 
‘No,  we  can’t  do  it,”  and  now  we’re  saying,  “No  problem.” 

Another  issue  with  insurance  in  Japan  is  the  emphasis  on 
in-house-developed,  customized  software.  With  shrinking 
profits  and  high  costs,  we  need  to  look  at  packaged  solu¬ 
tions  to  become  more  efficient.  We 
apply  the  80-20  rule,  where  we 
assume  that  80  percent  of  what 
we  do  is  standard  and  identify 
the  20  percent  that  requires  cus¬ 
tomization.  This  way,  the  business 
doesn’t  feel  it  is  being  force-fed  a 
solution  that  doesn’t  fit  its  needs, 
and  we’ve  been  able  to  improve 
our  success  rate  in  implementing 
those  technologies. 

A  good  example  is  our  recent 
successful  migration  of  ING 
field  agencies  to  our  existing 
Salesforce.com  implementa¬ 
tion.  This  proved  that  IT  could 
be  effective,  leverage  a  solu¬ 
tion  already  in  place  and  create 
opportunities  for  future  benefits. 
Our  new  focus  is  mobile  computing  and  building  applica¬ 
tions  that  can  run  on  any  mobile  device. 

My  job  was  to  create  the  vision,  framework  and  guide¬ 
lines,  then  remove  obstacles  and  be  a  cheerleader.  There 
have  been  many  adjustments  as  we  evolve  from  the  IT  of 
the  ’90s  to  a  service-oriented,  partnering  model.  But  we’re 
getting  there  and  building  confidence  so  that  when  we  try 
big  things,  we’ll  have  a  better  chance  of  success. 

Houston  Ross  is  vice  president  and  GO  at  INC  Life  Insurance 
injapan, 
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Globalize  Your  Business 


Melissa  Data  can  help  you  globalize  your  applications  as  you 
expand  operations  to  other  countries  or  reach  new  customers  in 
emerging  markets.  As  a  world  leading  data  quality  vendor,  we 
offer  solutions  to  verify,  correct  and  standardize  addresses  in 
over  240  countries.  Eliminate  returns,  cut  postage  expenses, 
prevent  fraud  and  keep  your  customers  happy  by  verifying  their 
address  before  you  send  a  package. 


Address  Verification 


ID  Verification 


Email  Verfication 


GeoCoding 


IP  Location 


Name  Parsing 


Reduce  address  correction  fees  -  save  up  to  $10  per  package 
Efficiently  validate  and  correct  addresses  every  time  you  ship 
Maintain  high  customer  satisfaction 


Phone  Verification 


Record  Matching 


Accurate  data.  Delivered. 


Melissa 


www.MelissaData.com/global 
or  call  1-800-MELISSA  (635-4772) 


Your  Partner  in  Data  Quality 
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Ahead  of  the  Curve  With  IT 


Craig  Smith,  president  and  CEO  of  Owens  and  Minor,  values  the  customer 
insights  that  IT  provides  and  that  his  competitors  lack  by  martha  heller 
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How  is  technology  a  competi¬ 
tive  differentiator  for  Owens 
and  Minor? 

Our  technology  allows  us  to  help 
hospitals  improve  their  processes, 
which  can  save  them  millions  of  dol¬ 
lars  a  year.  This  is  going  to  become 
even  more  important  as  our  cus¬ 
tomers  start  seeing  Medicare  reim¬ 
bursement  changes.  We  also  provide 


software  packages  that  allow  oper¬ 
ating  rooms  to  improve  billing  and 
reduce  their  inventory. 

When  we  go  head-to-head  on 
a  competitive  bid,  we  differentiate 
ourselves  by  saying  we  are  a  pro¬ 
cess  supplier  versus  a  price  supplier. 
Without  a  strong  technology  founda¬ 
tion,  some  of  our  smaller  competitors 
have  no  choice  but  to  sell  on  price. 

In  the  United  States,  we’re  seeing 
a  massive  consolidation  of  hospital 
systems.  As  hospitals  come  together, 
they  may  be  on  two  or  three  differ¬ 
ent  ERP  platforms.  Our  competitors 
have  difficulty  knowing  what  the 
hospitals  are  buying  or  their  pricing 
levels.  We  have  great  business  intel¬ 
ligence  tools  that  give  us  information 
our  competitors  often  do  not  have. 


How  do  you  develop  a  corpo¬ 
rate  culture  that  is  focused  on 
innovation? 

I  am  really  just  a  steward  of  a  culture 
that  has  been  here  for  a  long  time. 

We  have  a  long  history  of  invest¬ 
ing  in  IT  as  a  way  to  keep  our  busi¬ 
ness  ahead  of  the  industry  curve. 
We  are  currently  engaged  in  a  three- 
year  plan  to  invest  up  to  $50  million 


in  our  systems.  These  investments 
over  the  years  have  allowed  our 
teammates  to  find  ways  to  do  things 
better  and  faster. 

How  does  technology  facili¬ 
tate  openness  at  Owens  and 
Minor? 

One  example  is  our  use  of  Yam¬ 
mer,  an  internal  communications 
platform.  If  teammates  in  Boston 
discover  a  solution  to  a  customer- 
service  problem,  they  can  use  Yam¬ 
mer  to  get  the  word  out  to  other 
locations  fast. 

We  have  a  large  number  of 
young  people  coming  into  the  com¬ 
pany  with  new  ideas  on  how  to  use 
technology.  I  believe  there  is  oppor¬ 
tunity  in  embracing  some  of  their 


ideas,  which  will  be  a  priority  over 
the  next  18  months. 

On  a  scale  of  one  to  10, 
what  is  your  comfort  level 
with  Yammer? 

I’d  give  it  an  eight.  I’m  60,  so  I’m  a 
little  bit  better  with  the  phone. 

Are  you,  as  CEO,  using  technol¬ 
ogy  differently  than  you  were 
a  few  years  ago? 

Definitely.  We  have  a  CRM  tool, 
which  lets  me  see  how  a  sales  force 
or  region  or  business  is  doing.  Our 
board  of  directors  now  uses  Board- 
Vantage,  a  board  portal;  you  don’t 
see  them  with  paper  anymore.  And 
as  CEO  of  a  global  company,  I  find 
myself  looking  at  texts  on  the  week¬ 
ends  and  late  at  night.  If  you  are  not 
careful,  you  could  wind  up  working 
24  hours  a  day,  seven  days  a  week. 

In  the  world  of  technology 
innovation,  what  are  you  per¬ 
sonally  most  excited  about? 

I’m  an  old  sales  and  operations  guy, 
and  I  love  walking  into  the  ware¬ 
house  and  seeing  how  we  are  using 
voice-pick  technology— a  voice- 
enabled  system  of  order  picking 
that  has  made  the  warehouse  work 
hands-free,  safer  and  faster  for  our 
teammates.  It  is  wonderful  to  see 
how  we  can  use  technology  to  get  our 
people  home  to  their  families  faster. 


Martha  Heller  is  president  of  the  execu¬ 
tive  recruiting  firm  Heller  Search  Associ¬ 
ates  and  author  of  The  CIO  Paradox. 
Follow  her  on  Twitter:  twitter.com/ 
marthaheller. 
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Don’t  sit  back  and  let  the  future  happen  to  you;  be  part  of  determining 
and  defining  your  destination.  Join  with  your  fellow  business  IT  leaders 
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Staying  Green 

Water  and  sunlight  are  essential  to  a  healthy  plant,  but  technology  may  be  the  key  to  a  full,  flourishing 
garden.  The  Koubachi  Wi-Fi  plant  sensor  lets  gardeners  use  an  iPhone  app  to  monitor  up  to  27  plants  within 
the  limits  of  their  Wi-Fi  network.  The  seven-inch,  battery-powered  sensor— which  is  shaped  like  a  golf  club 
and  works  inside  or  outdoors— sits  in  the  dirt  around  a  plant  and  gathers  data  hourly  about  temperature, 
light,  fertilizer  and  soil  moisture.  The  app  checks  the  information  against  a  database  of  treatment  and  growing 
requirements  for  800  plants,  then  factors  in  weather  and  seasonal  conditions  to  figure  out  if  all  is  well.  When 
the  plant  needs  care,  the  Koubachi  system  sends  an  email  or  alert  to  the  gardener’s  iPhone  with  suggestions 
such  as  more  water  or  less  sun.  The  app  has  been  downloaded  100,000  times  so  far,  and  Koubachi  CTO 
Moritz  Kohler  says  the  long-term  plan  is  to  target  farms  looking  to  improve  water  and  waste  management. 
But  for  now,  he  likes  to  “make  people  happy  because  they  haven’t  killed  their  plants.”  -Lauren  Brousell 
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Twice  the  virtualization. 

Lower  management  costs. 

None  of  the  compromises. 

You’ve  been  looking  for  IT  solutions  that  meet  the  increasingly  sophisticated  demands 
on  your  infrastructure.  IBM  Flex  System,™  featuring  Intel®  Xeon®  processors,  provides 
simplicity,  flexibility  and  control  in  a  system  that  doesn’t  require  compromise. 

It  supports  up  to  twice  the  number  of  virtual  machines  as  the  previous  generation  of 
blade  servers.1  And  IBM  Flex  System  Manager™  can  help  reduce  management  costs 
by  providing  visibility  and  control  of  all  physical  and  virtual  assets  from  a  single  vantage 
point.2 

You  can  select  individual  elements  and  integrate  them  yourself  or  with  the  support 
of  an  IBM  Business  Partner.  Or  you  can  choose  an  IBM  PureFlex™  System  and 
leverage  IBM’s  expert  integration  for  an  even  simpler  experience.  Learn  more  at 
ibm.com/systems/no_compromise 


'I 


Learn  why  Clabby  Analytics  says  IBM  Flex  System  is  the  best  blade  offering  in  the 
market.  Download  the  paper  at  ibm.com/systems/no_compromise 


1  Based  on  IBM  testing  and  documented  in  IBM  System  x®  Virtualization  Server  Consolidation  sizing  methodology.  IBM  Flex  System  x240  supports  2.7X  more  Peak  Utilization  Virtual  Machines  (V Ms)  than 
previous  generation  BladeCenter®  HS22V 

2  Based  on  IDC  white  paper  "The  Economics  of  Virtualization:  Moving  Toward  an  Application-Based  Cost  Model,”  Michelle  Bailey,  November  2009,  http://www.vmware.com/files/pdf/Virtualization-application- 
based-cost-model-WP-EN.pdf 

Optional  IBM  Flex  System  storage  node  available  fourth  quarter  2012. 

IBM,  the  IBM  logo,  System  x,  BladeCenter;  PureFlex,  IBM  Flex  System  Manager  and  IBM  Flex  System  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many 
jurisdictions  worldwide.  Other  product  and  service  names  might  be  trademarks  of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo, 
Xeon,  and  Xeon  Inside  are  trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©International  Business  Machines  Corporation  2013.  All  rights  reserved. 
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and  expose 


while  keeping  bandwidth 


Manage  your  HD  surveillance  footage  without  slowing  down  your  network. 

Avigilon’s  HDSM™  technology  lets  you  add  as  many  high-definition  cameras 
to  your  surveillance  system  as  you  want,  while  intelligently  managing 
the  flow  of  HD  footage  through  your  network.  See  how  Avigilon  delivers 
superior  image  detail  using  the  minimum  amount  of  bandwidth  at 
avigilon.com/HDSM 

All  the  Images  above  were  shot  with  Avigilon  high-deflnitlon  cameras. 
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